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These six Gump Coffee Granulizers in a Midwest plant 


were purcha over a period of twenty years. The 
President of the company says: “Our Gump Coffee 
Granulizers are in continuous daily operation and con- 
tribute substantially to our quality control. Grinds are 
consistently uniform and to the desired sieve analysis.” 


In almost any coffee plant. from coast to coast, you'll 
find the grinding department equipped exclusively with 
Gump Coffee Granulizers. In fact, the standards in coffee 
grinds and in grinding equipment operation, were set 
by Gump Granulizers. 

The latest models, Style “E”, add new advantages to 
trade-proved Granulizer superiority: an infinite choice 
of granulation sizes, with a micrometer type of roll 
setting adjustment which provides unvarying control over 
grind size; a sectional grinding head; and other me- 
chanical improvements to assure smooth operation and 
easy maintenance. 

When you want grinding equipment that will give 
you the assurance of positive quality control, as well as 
the durability to operate trouble-free in continuous daily 
service—be sure to invest in Style “E’ Gump Coffee 
Granulizers. Write for recommendations and quotation, 
without obligation. 








Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN ‘‘AUTO-CHECK” NET WEIGHERS ¢ BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 


“Grinds are 
consistently uniform 
and to the desired 
steve analysis” 

with 

GUMP 

COFFEE 


GRANULIZERS 


These 

Exchange Heads 
Modernize 
Earlier Model 
Granulizers 





You can modernize your earlier model Gump Coffee Granu- 
lizers to the equivalent of new model Style "E” machines at a 
reasonable cost, with Style “E" Exchange Grinding Heads. 
Write for details and quotation before placing your next 
Exchange Head order. 
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DISTINGUISHES BRAZILIAN COFFEE 
FROM ALL OTHERS ? 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 


to export more of its coffee to the United States 


than any other country. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
flavor and aroma. The U. S. taste for coffee 


has been built on Brazils. 
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Best Wishes to the U. S. coffee trade 
for a Happy Holiday Season 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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No switches on this track 


on the straight and narrow. It can’t get switched off 
the track. 

Today no coffee container in the world can offer 
you more advantages than the vacuum-pack can 
with the new self-tracking feature. 


Years of faithful service have earned the vacuum- 
pack coffee can an enviable reputation. In homes from 
coast to coast, this familiar can—originated by Canco 
—always means coffee at its peak of freshness for that 
full, rich, delicious flavor millions enjoy. 

It hardly seems possible that the vacuum-pack coffee 
can could be improved. But that’s exactly what Canco 
engineers have done, for now they’ve made it easier 
than ever to open! 

Once you start to turn the key on one of these Canco 
vacuum-pack cans, you’re headed for certain success, 
with not one bit of difficulty. Two bead lines—one on 
either side of the tear strip—make sure the strip stays 


Today no coffee container 
in the world can offer you 
better flavor protection 
than the vacuum-pack 
can, originated by Canco. 


GE AMERICAN CAN COMPANY 


1958 
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annual highway safety program 





It’s good business and good public relations to take an 

active part in this year’s highway safety program— 

especially during the holidays. 

Locally and nationally, safety officials and organizations are 
cooperating with the coffee industry in the drive whose theme is: 


STAY ALERT! STAY ALIVE! 





MAKE IT COFFEE WHEN YOU DRIVE 


Bumper strip: 18” x 414” 


Renate Paeaay eee EY Syst The Bureau has a variety of 
forceful materials to help you tie 
in easily. Use the coupon 

today to order your supply. 

















ON ue ae Ske! eS, rn, er en ea 7] 
| Public Relations Department | 
| Pan-American Coffee Bureau | 
120 Wall Street, New York 5, N. Y. | 
| Please send me the following year-end highway safety materials: 7 
| (© 100 Free bumper strips. | 
| (©) Additional bumper strips at $1.75 per 100. (Please order in quantities of 100) | 
| (0 One-minute TV spot announcement (includes time at end for brand identifica- | 
| tion) at $2.00 | 
| (0 Twenty-second TV spot announcement (includes time at end for brand identifi- 
cation) at $1.00 | 
| (0 Drop-in mats, 1 and 2 columns (no charge) 
: NAME COMPANY. . 
| ADDRESS CITY STATE | 
| 
Z\ | PAN-AMERICAN COFFEE BUREAU, 120 Wall St., New York 5, N. Y. 
Waite, | Brazil « Colombia + Costa Rica « Cuba « Dominican Republic « Ecuador | 
\ = oe y | El Salvador » Guatemala - Honduras - Mexico + Venezuela | 
POO 77) | 
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"Our coffee carrier 
is the finest ever made 
.-There’s 30% more 





CECILWARE 
COFFEE CARRIER 


designed exclusively for coffee 


We asked our customers exactly what 
they wanted in a coffee carrier — then 
based the new Cecilware CC55 on their 
answers. Caterers, restaurants, hotels, 
institutions and others down the line 
agreed — they want a portable container 
easy 7 carry and one that keeps coffee 
ot. 

Tests show that our speciai fiber glass 
insulation retains 30% more heat than 
other methods. No wonder Cecilware's 
president is willing to go out on a limb 
to say "It's the finest carrier ever made". 
Cecilware stainless steel coffee carriers with 
fiber glass insulation are available in sizes 
peg to 10 gallon capacity. Prices start 
a ’ 

Write today for our new catalog no. 23 


CECILWARE- COMMODORE 


PRODUCTS CORPORATION 


Since 1911, more than a million 
Cecitware-Commedore products in use. 


199 LAFAYETTE STREET © NEW YORK 12, N.Y. 












.-. because it is a question most frequently asked 
by discriminating buyers — we will devote our 1959 
advertising to answering ‘‘WHY” they buy from 


JABEZ AND SONS, INC. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 





ENGINEERS 


600 WEST 43rd STREET @ NEW YORK 36,N.Y. 
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coffee drinking in 1958 





What changes have been taking place in patterns of 
coffee drinking in the United States? Some of the more im- 
portant answers are in the Pan-American Coffee Bureau's 
1958 consumer survey. Like the seven earlier surveys in 
this series, the latest provides data based on personal inter- 
views with large numbers of consumers. 


In this article are highlights of the study. For the full 
report, in booklet form, get in touch with the Pan-American 
Coffee Bureau, 120 Wali Street, New York 5, N.Y. 


The Pan-American Coffee Bureau's 1958 survey of coffee 
drinking shows that coffee is easily holding its place as 
America’s favorite beverage. During January and February, 
consumption reached 380,000,000 cups per day. This is an 
average of 2.87 cups for the entire U. S. population ten 
years of age and older. 

During the past several years, a number of changes have 
been taking place in the patterns of U. S. coffee drinking. 
The most important is that while consumption of coffee 
as measured by cups continues to rise, pounds of coffee ac- 
tually used have remained fairly static. The explanation, 
discussed later in this booklet, is that while the United 
States is brewing more cups of coffee, it is brewing a much 
weaker beverage. 

The increase in coffee drinking over the past few years 
has been striking. On a winter day in 1950, when the Pan- 
American Coffee Bureau undertook its first survey of coffee 
drinking, American people ten years of age and over were 
drinking an average of 2.38 cups per person per day. This 
figure has increased each succeeding year. 

This has come about even though in the past eight years 
the proportion of people drinking coffee has remained the 
same; it was 76.0% on a typical winter day in 1950 and 
75.7% in 1958. But those who drink coffee are drinking 
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more: an average of 3.79 cups per coffee drinker per day 
in 1958 compared with 3.64 cups a year ago and 3.09 in 
1950. 

This difference is even more striking in the case of the 
so€alled “heavy” coffee drinkers. In 1950 about 5% of 
the total population ten years of age and older drank seven 
or more cups a day, whereas 10% drink that much today. 


While Americans have been increasing their coffee drink- 
ing, the nation’s population has also been growing, so that 
between 1950 and 1958 the total number of cups drunk on 
a winter day has risen from less than 290,000,000 in the 
earlier year to 380,000,000 in 1958. ie 

This is an increase of more than 30%, but as already 
pointed out, it has not resulted in a similar increase in 
the sale of coffee as measured in pounds. U. S. Department 
of Commerce figures show that civilian consumption ab- 
sorbed 2.4 billion pounds of “green” or unroasted coffee 
in 1950 and 2.6 billion pounds in 1957. This is an increase 
of only 8%. 

A number of special research projects have been under- 
taken by the Pan-American Coffee Bureau over the past 
several years to measure the actual proportions of water and 
coffee which housewives use in brewing. According to 
these studies, families today obtain an average of about 64 
cups from a pound of coffee, in contrast to less than 50 cups 
to the pound in 1950. 

In 1950 about a quarter of the population ten years of 
age and older drank no coffee on a typical winter day, 50% 
drank from one to three cups, and the remaining 25% drank 
from one to three cups, and the remaining 25% drank four 
cups or more. In 1958 about a quarter drank no coffee, 
44% drank from one to three cups and more than 30% 
drank four cups or more. 

Breakfast is the meal when coffee is most universally 
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& COMPANY, Inc. 
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served. In 1958, 70.2% of the nation’s population ten 
years of age or older had at least one cup of coffee for 
breakfast and some 42,000,000 people took time for at least 
two cups. The popular belief that all American breakfasts 
are necessarily hurried would seem to be contradicted by 
these figures. 

Dinner outdistances lunch as a time for coffee drinking, 
but in the past several years, between-meal coffee drinking 
has grown to be more important than coffee drinking at 
dinner or lunch. To a great extent this is due to the new 
popularity of the coffee-break, but it also reflects an in- 
crease in coffee drinking after dinner, as part of family 
living and entertaining guests. 

As might be expected, many more cups of coffee are 
drunk in the home than anywhere else. The proportions in 
1958 were 84% there, 6.0% “at work’’ and the remaining 
10% in restaurants and public eating places. ‘At work” 
includes coffee drunk in company cafeterias or restaurants 
not only during the coffee-break but at lunch time as well. It 
also includes coffee which may have been purchased from a 
restaurant but which is drunk on company premises. 

Over the past eight years, the average amount of coffee 
drunk per person per day in restaurants has remained about 
constant. In homes, however, coffee drinking has risen by 
one fifth and coffee drinking at work by one half. 

The price of coffee sold in restaurants has increased stead- 
ily in the past eight years. In 1950, just about half of all 
coffee sold was priced at less than ten cents a cup; today 
92% is sold at ten cents or more and the nickel cup of coffee 
has almost disappeared. 

In the United States the number of people who drink 
coffee and the amount they drink depends more upon age 
than upon any other factor. About half of our 16-year olds 
drink coffee, and on a typical winter day in 1958 their 
average consumption was about two cups. On the other 
hand, 90% of all persons between 40 and 50 drink coffee 
at an average of more than four cups per day. 

Coffee is America’s leading beverage, followed in order 
by milk, fruit and vegetable juice, soft drinks, and tea. 
Among young people between ten and 20, milk is the lead- 
ing beverage, followed by soft drinks and by fruit and 
vegetable juices, with coffee fourth and tea fifth. Among 
persons 60 and over, coffee is first by a wide margin. 

The number of young people in our population has been 
increasing in the past decade as a result of the surge in birth 
rate that took place after World War II. Every year from 
1956 on, from 3,500,000 to 4,000,000 children will reach the 
age of ten, compared with 2,500,000 in the immediately 
preceding years. This increased ratio of young people has 
already been reflected in the Pan-American Coffee Bureau's 
beverage surveys and will be increasingly evident in the 
years to come. kor example, the percentage of coffee drink- 
ers will probably decline somewhat in the next few years 
due to the greater number of very young people in the 
population. 

Almost all of the increase in coffee drinking that has 
taken place since 1950 can be accounted for by the increase 
in the amount of coffee drunk by the population from 30 
to 50 years of age. 

People who are now in their thirties are drinking an 
average of one full cup more than the same age group drank 
in 1950, and those who are now in their forties are drink- 
ing over three-quarters of a cup more. Much of this in- 
(Continued on page 18) 
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INSTANT COFFEE BY TIME OF DAY 
CUPS PER PERSON PER DAT 19 
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PERCENTAGE OF EMPLOYED PEOPLE DRINKING 
COFFEE DURING BREAKS 
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San Salvador 





El Salvador, C. A. 
Established 1896 


Exporters of El Salvador Coffee 






Extend Holiday Greetings to the Entire Coffee Trade 
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Guatemala 





Guatemala, C. A. 
Established 1940 


Exporters of Guatemala Coffee 














Extend Holiday Greetings to the Entire Coffee Trade 











Cia de Cafe de Sola, S.A. 


San Pedro Sula 


Honduras 
Established 1955 


Exporters of Honduras Coffee 





Extend Holiday Greetings to the Entire Coffee Trade 
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coffee in Brazil's economy 






A basic summary . . . to refresh you on background 
and give you more perspective on today’s problems 


By LESLIE C. HURT, Import Division 
Foreign Agricultural Service 
United States Department of Agriculture 


Coffee is believed to have been introduced to the valley 
of the Amazon of Brazil about 1723 from Cayenne or 
French Guiana. A Brazilian by the name of Palheta is 
said to have introduced the seed. 

Coffee plants were raised at Para and Marankao. The 
first coffee estate was said to have been planted in the pro- 


vince of Marankao in 1767, and in the region near Rio de 


Janeiro in 1774. By 1835, coffee growing had progressed 
considerably, particularly in the Rio de Janeiro province. 
Planting then began in the north of the State of Sao Paulo, 
and Campinas became an important center of production. 
The spread to the interior was rapid. Toward the end of the 
18th Century, plantings were made in Bahia, and then in 
Pernambuco. Apparently all of the plantings up to this 
time were of the same strain, and became known as the 
“Nacional” coffee of Brazil. Sometime later, the French 
«pparently brought the Bourbon variety to the West Indies, 
and from there the two overlapped. 

Today, practically all of the coffee grown in Brazil is 
without shade. This means more of a problem in weeding. 
Yields, however, may be higher than under shade. In the 
early days of coffee production in Brazil, little attention 
was given to erosion control, fertilization and other good 
cultural practices. These practices were often so bad that 
the life of a coffee plantation was not more than 15 years. 
It is known, however, that coffee trees will produce up to 
80 years and more. 

The State of Sao Paulo is now considered to be the largest 
producing state in Brazil, although Parana is seriously chal- 
lenging it for the top spot. Production in both of these 
states has expanded westward in the past few years. The 
soil considered best for coffee production is a red, fertile, 
loamy soil known as “‘terra-roxa.’” The best altitude for 
production in the state of Sao Paulo appears to be from 
1,600 to 2,600 feet; but lower altitudes seem more de- 
sirable in other states. In the regions of Brazil where most 
of the coffee is grown the temperature range is between 63° 
and 77°F. Arabica coffee can stand a temperature as low 
as 32° F. provided there is no wind, but a lower temperature, 
even for a short while, will destroy all green growth. 

Brazil began promotion work for the sale of its coffee in 
1908. Both companies and individuals in consuming coun- 
tries were subsidized to promote consumption of Brazilian 
coffee. Contracts were made by the State of Séo Paulo and 
two coffee firms in London to exploit coffee in the United 
Kingdom. The subsidies were for five years, and 50,000 
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Coffee Trees in Production in Brazil 


Cron year Sac Paulo Parana Other States Tota 
1G9k:7 1,935, 322 1,823 1,909,297 2,126,):3 
Wh7HhA 1,02h,S12 96,032 978, 337 2, 00R, FA 
19),P.);9 1,087,187 123,980 OAS, 938 2,167, 78 
199-50 1,056, 857 1S1, le 980,147 9, VAR, b2C 
195-52 1,061,325 167,198 1,003,725 2,232, 3h9 
1951-52 1,071,833 183,032 1,051,155 2, 208,42 
1952-53 1,088, 290 207,833 1,082,1h2 2,378,271 
195 365k 1,068, 3 239, 75h 1,108,169 2,b34, 508 
195K=55 1,068, 782 137,000 1,255,700 2,341,) 
1985-56 1,170,285 372,975 1,190, 800 2,734,061 
1956-57 1,343,177 WAI, PR 1,225,900 3,050, 95 


pounds sterling were granted to the enterprise. Coffee was 
roasted and packed under a brand known as “Fazenda.” 
There were demonstrations at grocers’ expositions and a 
limited amount of advertising was done.. But apparently 
the effect on consumption in England, was negligible. 

Brazil also tried to promote coffee in Japan in 1915, as 
a part of undertakings involving the imigration of Japanese 
laborers to Brazil. 

A promotion campaign which began in the United States 
in 1919 and continued through 1925 had the cooperation 
of the Sao Paulo government, growers, exporters, importers, 
roasters, jobbers and dealers. This campaign advertised 
coffee as a whole, rather than trying to secure a special 
privilege for any individual, house or group. 

In 1927, during the celebration of 200 years of coffee in 
Brazil, plans were drawn up for further propagandizing 
coffee abroad. An intensive program was started in all the 
principal consuming countries. The Sio Paulo Coffee In- 
stitute controlled the operations and made contracts with 
resident firms or institutions in the various countries. By the 
end of 1927, there were contracts for campaigns in Germany, 
Switzerland, Argentina, Chile, Czechoslovakia, France, Para- 
guay, Greece, Yugoslavia, Turkey and Bulgaria. Actual 
work began in the United States in April, 1929, and was 
financed with funds obtained from a tax of about 5¢ per 
bag of coffee shipped from Brazil to the United States. 

Since the turn of the century, ‘wo years out of three 
export earnings from Brazilian coffee have exceeded 50% 
of total export earnings. The highest consecutive five-year 
period since 1900 for export earnings from coffee in this 
respect was the 1924-28 period. The average for this period 
was 73%. 

Coffee declined in importance during the war years, and 
for the five year period 1940-44 averaged only 31% of 

(Continued on page 26) 
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new concepts for coffee plants 












Yarborough Coffee’s new building, designed to take coffee 
packing from “back street” to thoroughfare, wins award 


Traditionally, coffee roaste:, have been located on back 
streets in warehousing sections. There's no longer need for 
this, according to Frank Yarborough, president of the 
Yarborcugh Coffce Co., Corpus Christi, Texas. He feels the 
coffee industry has an economic stature which earns it a 
rightful place as an asset internationally and locally. 

Mr. Yarborough, on plant location, isn’t just talking 
theory. He has at least one example that his idea, handled 
right, is very practical indeed 

The Yarborough Coffee Co.'s mew factory in Corpus 
Christi was named by the publishers of Factory Management 
and Maintenance as one of the eight best-looking plants 
built in 1958. 

Simultaneously it was announced that a West German 
trade paper, “Zentralblatt fuer Industriebau,” proposed the 
local coffee plant be included on the itinerary of a team of 
European architects and engineers touring the United States. 

Credit for this unanticipated recognition is due entirely 
to McCord & Lorenz, architects and engineers who designed 
the plant, and the building contractor, Tanner Freeman, 
Mr. Yarborough says 

The plans included a new concept for housing and 
handling coffee, Mr. Yarborough points out, The company 
specified that the housing be practical, and at the same 
time a visual asset to the community. Exchange of ideas 
to fit these requirements resulted in the evolution of a new 
coffee handling plan, and in a beautiful and functional 
housing design, Mr. Yarborough feels. 

To move a “back street" industry to a thoroughfare, de- 
mands had to be satisfied on several points. The location 
would have to: 

1. Be readily seen by the general public. 

2. Be easily accessible to local suppliers. 

3. Provide rapid routes to outlying points of distribution. 

1. Have railroad trackage at the rear of the plot. 

The plot selected is 150 by 250 feet, located midway be- 
tween two arterial highways one-third of a mile apart, and 
fronting a crosstown expressway. 

As for the building itself, three overlapping compartments 
supplied the base for the overall design. The entire area 
is one floor level, with ceiling heights varied to satisfy 
differing needs. 

The office area is 2,800 square feet, with a suspended 
concrete floor system, steel columns and a roof frame. Its 
roof is poured gypsum. Exterior materials are glass and 
brick. The wall common to the warehouse and the office 
area is treated with exposed marble aggregate. Terrazo 
floors are used in all public areas, with vinyl tile and carpet- 
ing for private office sections. 

All interior walls are exposed brick, marble, glass or 
matched plywood. Tile, glass, marble and aluminum are 
used in the private shower adjoining the president's office. 
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The new Yarborough Coffee Co. plant in Corpus Christi, Texas 


A focal point of the public area is the 24 by 34 foot 
coffee lounge, which serves as a reception and waiting room. 
Containing a complete electric kitchen unit and connected 
by sliding glass doors with a brick-floored patio, it is 
ideally equipped for special meetings. This area available by 
the Yarborough Coffee Co. to civic and business groups. 

All public and office areas are completely air-conditioned. 
Vertical louvers across the building's facade reduce both 
glare and air-conditioning load. 

The warehouse area comprises 7,800 square feet, with a 
12-foot clear ceiling height. Only the amouat of floor 
space presently required was built immediately, with pro- 
visions made to double the space at a future date. 

The warehouse floor is a concrete slab poured on a sand 
fill and independent of walls and columns. Walls are six- 
inch tilt-up concrete slabs; the roof is concrete pan con- 
struction. 

Natural lighting is obtained through the use of plexiglas 
domes in the roof. Artificial light consists of industrial 
slim-line fixtures mounted in the pans. 

The warehouse is divided into nine bays, each 35 x 
23 feet, with one bay used for the packaging of the product. 
Three overhead doors lead directly to the shipping and load- 
ing dock. 

The shipping office, with one wall of glass, is located 
next to the shipping dock, providing control of outgoing 
merchandise as well as desk space for check-in of route 
salesmen. 

The manufacturing area has 1872 square feet, with a 40 
foot high clear interior space. All the roasting, grinding 
and cleaning processes are housed in this area, which is 
large enough to handle double the present capacity. 

The fioor is a six-inch concrete slab with a steel frame 
superstructure. End walls are 12-inch masonry and side 
walls are curtain-wall construction. The roof is steel truss 
and bar joist system, with a poured gypsum roof deck and 
a built-up roof. 

A large quantity of glass was used in the curtain walls, 
and the machinery inside was painted vivid colors, each pro- 
cessing step having a particular color. This unique “color 
key” allows the uninitiated to identify and follow each step. 

The large expanses of glass iavite the public to inspect the 
processing area, which is kept spotlessly clean. 
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Yours for the asking — 


Bulletin No. 1, containing a complete list of ali the cof- 
fee growers who produce the fine, mild 


GUATEMALAN COFFEES 


In addition, this 32-page booklet (size 8!/2 x II) gives 
the name of the owner, the location of the more than 
1,600 coffee plantations and their altitudes. 


Write for your free copy of Bulletin No. I, today. 


GUATEMALA COFFEE BUREAU 


111 Wall Street New York 5, N. Y. 
Telephone: BOwling Green 9-6616-7 Cable: GUATCOFFEE 


Just off the press and free for the asking— 
Bulletin +2, listing all the exporters of the fine, mild GUATEMALAN COFFEES. 
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brewing facts for more coffee sales 





By EUGENE G. LAUGHERY, President 
The Coffee Brewing Institute, Inc. 


In past articles and at conventions, The Coffee Brewing 
Institute has outlined its research and educational activities. 
At the recent meeting of the Tea and Coffee Association of 
Canada, CBI President Laughery went beyond. He showed 
coffee men there how Institute research is being applied day 
by day, how coffee men can use CBI knowledge and experi- 
ence in their own operations. Here are highlights of that 
presentation... 


All of the activities of The Coffee Brewing Institute are 
geared to develop and disseminate knowledge about coffee 
beverage—for the express purpose of increasing coffee sales. 
We are specifically charged with responsibility to help you 
merchandise your brand of coffee. 

How do we do this? 

1. By providing you with tested means for improving 
your own manufacturing operation—quality control of roast- 
ing, grinding, bulk density and the like. 

2. By instructing your sales personnel in the elements 
of good coffee preparation. 

3. By furnishing you with carefully worded, factually 
sound brewing directions for your grocery and institutions! 
packs. 

4. By assisting you in solving brewing problems en- 
countered in specific situations, helping you with your ac- 
counts. 

5. By working with and advising equipment manufac- 
turers on the improvement of new brewing devices and modi 
fications of existing devices. 

6. By working ‘through your association. (For example 
we attend the annual meeting of the Canadian Restaurart 
Association and work closely with this organization through- 
out the year, supplying them our printed material for their 
members. ) 

7. By appearances on TV and radio, demonstrating and 
discussing coffee brewing, in programs, directly beamed 
at the housewife. 

8. By making available to you the Standard Coflee 
Measure and instructional literature. 

9. By enlisting and securing the active cooperation of 
allied industry—bag manufacturers, can manufacturers, pro- 
cessing equipment manufacturers, water treatment equipment 
manufacturers and many others. 

10. By making available to you a laboratory consv)- 
tation and testing service. 

In addition, we have laid the groundwork, furnished the 
ammunition, and actively participated in a full-scale coffee- 
allied industry brewing campaign. 

We know the consumer wants a cup of good coffee at 
home or away from home. We also know he doesn’t always 
get a cup of good coffee, due mainly to poor brewing. Re- 
sult fewer coffee sales. 

We are pleased as can be that the coffee industry is show- 
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ing a real interest in giving its customers assistance in the 
preparation of the beverage. 

We've consistently advocated this type of promotion as 
offering the greatest potential for an increase in sales. 

However, vital to the success of this promotion is the 
wholehearted participation of all coffee companies in dis- 
seminating only factually sound, consumer-tested brewing 
directions as developed and issued by The Coffee Brewing 
Institute. The principles and facts as set furth by the Insti- 
tute yield a cup of beverage preferred by the majority of 
consumers from all blends of coffee. Individual flavor 
characteristics are accomplished in the coffee roaster’s own 
plant. 

Incomplete, inexact, loosely worded instructions, based 
on individual opinion, only serve to confuse. 

Let’s assess for a few moments some of the information 
available concerning a cup of coffee. Let's look at this 
fragrant beverage. 

We describe it as having flavor, aroma, body and color. 

The basic chemical change in the so-called green coffee 
bean which took place during the roasting process made 
these attributes come to be. 

Careful selection and blending resulted in a group of 
characteristics which you feel your blend shotild have. Roast- 
ing for just the right time at the right temperature, precision 
grinding and prompt, proper packaging are all important, 

(Continued on page 38) 





This smart, attractive coffee shop in Melbourne, Australia, helped 
spark a trend in that country to real coffee of a better quality. 
A Gibby's Coffee Shop, it sold both the beverage and the bean, 
and became a widely f wn source of information on better brew- 
ing. The striking picture behind the counter was inspired by an 
illustration in Coffee & Tea Industries, reports Marshall Gibson, 
managing director of Gibby's Pty., Ltd. 
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best wishes 
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Happy New Bear 
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ANDERSON, CLAYTON & CIA., Ltda. 


Coffee Exporters 
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VICTORIA 


SANTOS © PARANAGUA ® 
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J. A. MEDINA COMPANY 


Division of Anderson, Clayton & Co., Inc. 
Coffee Importers 
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A. ARISTIZABAL & CIA., Ltda. 


Coffee Exporters 
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crease can be explained by the rise in the popularity of the 
coffee-break. The mid-morning, and to a lesser extent the 
mid-afternoon, coffee-break is most popular among persons 
in these age groups. 

Coffee drinking among teen-agers has not increased in the 
past eight years: for the age group 10 to 14 it has remained 
cups per person per day and for the age 
group 15 to 19 it has been about 1.1 cups per person per day. 

By the time young people reach age 20 and begin to 
establish homes of their own, coffee consumption begins to 
approach adult levels. The overall rate of coffee drinking 
among the age groups from 20 to 24 and from 25 to 29 
has been increasing in the past eight years 

For the first time, questions were asked in the 1958 sur- 
vey concerning decaffeinated coffee. Of 6,000 persons in- 
terviewed, 113 ot 1.9%, reported they had drunk decaffein- 
ated coffee on the preceding day; 36 of these reported they 
had drunk other coffee as well. Almost two-thirds of the 
113 persons were women and 71 of the 113 were 50 years 
of age or over. 

One of the most important developments in the coffee 
industry in the past decade has been the rapid increase in the 
use of instant coffee. Before World War II, instant ac- 
counted for only a negligible proportion of the total coffee 
drunk in the United States, but today, after a period of 
steadily widening markets, it accounts for around 20% of 


| all coffee consumption. 


Instant coffee is drunk throughout the nation. People 
in the East and South are more apt to drink it than those in 
the midwest, however, and all three drink relatively more of 
it than those is the Far West. 

Ninety per cent or more of instant coffee is drunk within 


| the home; the rest includes coffee prepared by employees 
_ at their place of work, a small amount of vending-machine 
| coffee and small amounts served in eating places of various 
| kinds, as well as in churches, clubs, etc. 


| 
| 
} 
} 
i 
i 
i 


About 45% of all instant coffee is drunk at breakfast, an- 
other 339% at other meals and the remaining 22% during 
the evening, after dinner. This is approximately the same 
ratio as in 1953, when questions regarding instant coffee 
were first included in the questionnaire. 

From 1957 to 1958, the greatest increase in instant coffee 


| consumption was at breakfast time. In the earlier year, 
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national consumption of instant at breakfast was slightly 
over .21 cups per person per day, and in 1958 it was .25 
cups per person per day. 

It is again true in 1958 that persons who drink instant 
coffee drink fewer cups than those who drink regular coffee 
or those who drink both types. 

More than 97% of all U. S. families serve coffee in their 

home. Of these, half use regular only, about 20% use in- 
stant only and about 30% serve both kinds. 
— On a typical winter day, 27,560,000 Americans have a 
between-meal cup of coffee in the morning and 18,115,000 
of them have one in the afternoon. Most of these are em- 
ployed people at work and the rest are other members of 
the population—housewives, students, retired persons, em- 
ployed persons not at work on the particular day, etc. 


Big coffee market 


In the past decade, the custom of taking a coffee-break 
has become widespread in all kinds of businesses and indus- 
tries and in the home as well. It has also become, for the 
coffee industry, one of the most important markets for coffee, 
accounting in the winter time for as many as 70,000,000 cups 
of coffee a day. This includes 50,000,000 cups drunk by em- 
ployed persons at work and 20,000,000 cups drunk by 
other persons. 

In the winter of 1958 the total working force on any given 
day was somewhat less than in 1957 because of the recession, 
and the percentage of employed persons drinking coffee dur- 
ing working hours was also down, from 45% to 43%. Yet 
total consumption of coffee during the coffee-break was 
greater in 1958 than in 1957, because more people had 
both morning and afternoon coffee-breaks and because the 
average consumption of coffee during these rest periods 
was greater. 

There are a number of variations in coffee-break patterns: 
a greater proportion of women take them than men, people 
in their middle years are more apt to have coffee-breaks than 
younger or older workers, and the West and East lead 
other regions of the country. 

The growth of the coffee-break in business and industry 
during the past several years has been paralleled by a 
similar growth in coffee-break at home. In the Pan-Ameri- 
can Coffee Bureau's 1958 survey of coffee drinking, some 
27.5 % of all housewives interviewed reported they had 
drunk coffee between meals on the preceding afternoon or 
morning. They drank an average of 1.96 cups, a figure 
greater than that of employed women who took their coffee- 
breaks at their place of work. 


At home, too 


A surprisingly large number of working people in the 
United States are able to take their morning and afternoon 
coffee-breaks at home. Among them are those who work at 
home, those who work in small retail establishments nearby 
and those who have outside jobs and can return to their 
homes during the day. 

Twenty-two per cent of all coffee drunk by employed 
people during their coffee-break is drunk at home, 36% 
in restaurants and other nearby eating places and the remain- 
ing 42% is drunk at work. Some of this ‘‘at-work’’ coffee 
is made on the premises, some is furnished by company 
cafeterias or vending machines and the rest is sent in from 
the outside. 

The importance of coffee-break business to the restaurant 

(Continued on page 28) 
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Pan-American Coffee Bureau 
spearheads new campaign 
for year-end highway safety 


The Pan-American Coffee Bureau will again spearhead 
a year-end highway safety campaign aimed at reducing 
trafic deaths during the Christmas-New Year holidays. 
The coffee industry has sponsored the campaign for the 
past ten years, 

Latest figures on highway accidents show that during 
the first nine months of the year, trafic deaths have 
dropped 6%, compared to the same period in 1957. 


“In order to keep up this happy trend,” a PACB 
spokesman said, “added effort will be needed on the part 
of all groups and organizations working in behalf of 
highway safety. December traditionally accounts for 
more trathic deaths than any other month.” 

The. campaign has been developed with the help of 
leading safety authorities. Its slogan, “Stay Alert, Stay 
Alive, Make It Coffee When You Drive,” is based on 
medical studies which have shown that coffee helps to 
combat driver fatigue—one of the major factors in high- 
way accidents. 

As in the past, this year’s campaign will have the sup- 
port of local and national safety groups, such as the Fra- 
ternal Order of Police and the American Association of 
Motor Vehicle Administrators. In addition, nationwide 
support will come from newspaper columnists, editorial 


and feature writers, magazines, radio and television and 
from the coffee trade and allied industries. 

Special material available to coffee companies cooperat- 
ing in the campaign include an animated TV spot, in 20 
and 60 seconds length, with space for brand identifica- 
tion; bumper strips bearing the campaign slogan; and 
newspaper drop-in mats. An order blank listing prices 
on materials has been sent to all companies. 


Wagon route operator sets up 
hot coffee service subsidiary 


One of the country’s well known retail coffee and tea 
firms, the P. C. Monday Tea Co., Milwaukee, is going in- 
to hot coffee service operations. 

Formation of Monday's Hot Coffee Service was an- 
nounced recently. The new firm will supply hot coffee 
and hot chocolate for industrial, commercial and residen- 
tial needs. 

President of the new company, a P. C. Monday Tea Co. 
subsidiary, is Robert W. Monday. Paul D. Eibert is vice 
president, and John A. Monday is secretary and treasurer. 

Manager of the new operation is Robert L. Blersch, 
formerly a manufacturer's agent in Milwaukee. 

The firm will use special stainless steel containers de- 
signed to keep liquids hot for eight hours in supplying 
needs at social affairs and other large gatherings. It will 
use vending machines for its commercial and industrial 
operations. 

The company will offer-24-hour service. 
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To AY Our Friends in the Trade 


GLORIA SUPERIOR, 





























DECEMBER, 1958 









































severnvenneenannesnty 


| Wild Rose Tea and Araban Coffee 
| Hot Chocolate — Instant Coffee — Syrups i 
| 63-66 Commercial Wharf Boston, Mass. — I ith Ave., at 43rd Street New York i 





Coffee Pe cessies Wicktaacs 


ARBUCKLES Jay STREET TERMINAL, INC. 

1 s Specializ ing in we 9aRG BY RNE, DEL AY & CO. 

i Green Coffee Warehousing Coffee 

| New York Office Brooklyn Office 3 . 

_90 Front Street ley eet | ee, 
Growers — Dehydrators — Grinders 

Coffee fauaics Paprika —— Chili Powder Hot Peppers 
336 Magazine Street, Zone 10, N. O. Santa Ana California |} 


BARRY & POWELL C AROL INA PEPPER ASSOCIATION 


affiliates 


ROLLINS BURDOCK HUNTER CoO. Carolina Long Red Pepper 
nsurance Brokers and General Average Adjusters 
| 116 John 8 g “New York 38, N. Y. Hapance South Ceroline 
| W. C. BECKER & CO. B. F. CLOSE COMPANY 
Bik — COFFEE — Agents 


| Coffee Brokers 
| 408 West Grand Ave. Chicago : if 
| Tel. Su 7-0937 = 406 Elm Street Cincinnati 2, Ohio 


C. E. BICKFORD & CO. CONSOLIDATED TEA COMPANY, INC. 





Coffee Brokers and Agents Tea Packers of 
Since 1866 SWEE-TOUCH-NEE TEA | 
Sova meen | as ca ae toc 5, N.Y. 
| BORG ERIC KSON CORP. ‘CONTINENTAL COFFEE COMPANY 


Mirs. of Quality Scales 
for the Home 


| i Coffee Roasters 
if 1133 North Kilbourn Ave. Chicago 5i a 2550 N. — Ave. — 14, Wl. 





|  CEORCE P. BOTT & CO. : “FRANCIS H. DEVLIN CO. 
: Green Coffee Agents and Brokers 
Coffee Brokers and Agents : 102 Front a Cable: DEVLINCAFE 
> New York 5, N. Y. Code: Acme 


tel: “WHitehall 4-3666—TWX: NY 1-3913 








120 Wall Street New York, N.Y. _ 
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W. J. DONOHUE & Co. 
Coffee Brokers and Agents 


102 Front Street 


‘Daniel A. McNulty Thomas J. Mangieri 





Sromack & Forwarpinc Corp. 

General Forwarding Agents 

Drayage, Cargo Supervision 
Weighing — Warehousing 

260! Decatur ‘Street : New Orleans, La. 


Dupuy 


THE ENTERPRISE Arama CoMPANY 
Outstanding Premiums 
and 24 up to S4 cup urns 
Messner, OMe 
EPPENS. SMITH CO., INC. 
Coffee 
i Importers — Roasters — Packers 
| 82 520 Secaucus Road _ Secaucus, N. J. 


GEO. FRIEDMAN CO., 
Tea Brokers 


New York 5, N. Y. 


INC. 


i 80 Wall Street 


H. S. FROMME & CO.. INC. 
Private Label Packers 
Coffees — Teas 
Importers — Roasters 


66 Front Street 


M ARCEL S. GARRIGU ES CO. 

Certified Public 
Specializing in Green Coffee 

| 104 Commercial St. San Francisco 1, Calif. 


Weighmasters 


MAX GORDON 


Importer of Coffee 


Hl 99 Front Street New York 5, N. Y. 


Ww. R. GRACE § CO. 
Colombians 

Ceatral 
Keuadors 


Brazils Americans 


Holiday Greetings! 
THE GRAND UNION COMPANY 
East Paterson, N. J. 


THE Cunar ‘Art ANTIC 8g Pine Tea Co. 
Importers, Roasters and Retailers of Fine 
Coffees Represented in 
BRAZIL COLOMBIA 
by the bene Coftes Corporation 
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200 Davis Street 





GRATALE BROS.. INC, 


Tea, Storage — Trucking — Blending 


681 Henderson St. er = N. J. 


GREENE TRADING _ COMPANY, INC. 
Coffee 
60 Wall Street 


P. _ JOHN HANRAHAN, INC. 
Weighers and Forwarders 
New York 4, N. Y. | 


Ageuts and Brokers 


New York 5, N. Y. 


Custom Brokers, 
26 Broadway 





HARRIS & BISSELL 


Cargo Superintendents 
Certified Public Weighers 
hear’ Freaches 





HILLS BROS. COFFE EE, INC. 


Coffee Roasters 


San Francisco, Calif. Edgewater, N. J. | 





194 Water Street, New York 


MAX HORWITZ CO., 
Tea Merchants 
Tea Bag Manufacturers 


INC. , | 


BO 9-8158 





HUGGINS-YOUNG COFFEE CO. 


Roasters & Packers 
Vernon 58, Calif. 








INTERNATIO-ROTTERDAM, INC. 


Importers 


35! California Street San Francisco 4, Cali. 





LEON ISRAEL & BROS., INC. 
Coffee Importers 


300 bacsned Street 





LEON ISRAEL 8 BROS... INC. 
Coffee Importers 
Brazil — Colombia 

160 oceans asian 
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“JAVA PACIFIC & HOEGH LINES 


Serving the Trade from 
Colombo — Calcutta — Indonesia 
to sia Coast ies 


: 


JONES-THIERBACH COMPANY 
Roasters 


i | 431 wines Street San Francisco || 


HAROLD L. KING & CO. 
Green Coffee 


|| 38 Drumm Street San Francisco 





In Michigan it’s 
Bm! Coffee 


LO CURTO & FUNK, INC. 


Custom House Brokers 





i 21-24 State Street 


McCORMICK & CO., INC. 
Teas, Spices and Extracts 


Baltimore 2 Maryland | 





NOLTE BROKERAGE CO. 
Spices — Domestic Red Peppers 
“Agents Albarracin Royal — Alpha Paprika” | 
721 Clark Avenue St. Louis 2, Mo. | 





OWEN & STEPHENS 
Coffee Brokers 


95 Front Street New York, N. Y. | 











New Orleans 12, La. |! 65 hes 58 Ave. 


PNEUMATIC SCALE CORP., LTD. 
Heat Seal Tea Bag Machines Hl 
—* Mass. i 


erat rene nenntebis 





RAHE- GILBERT ‘CORP. 
Fred'k. J. Rahe, Pres. 
Weigher and Sampler 





- Francisco |1, are | 


: 15 Moore Street 


sat Gravier Street 


80-82 Wall Street New York 5.N. Y. | 


JOHN E. RAISCH CO. 
Weighers - Samplers - Inspectors 


Agents at all Ports 
New Yor 4,N.Y. | 





W. L. RICHESON & SONS, INC. 
Ocean Freight Brokers — Forwarding Agents 
IMPORT EXPORT 
Peace Building — 4th floor 
Carloading/Unloading — rene | 
New w Orleans, ba. 





ADOLPH C. RICKS & CO. 
Coffee Brokers & 
Natchez Street 


Agents 
New Orleans, La. | 





ROYAL CORONA COFFEE CO. 
Division of Continental Coffee Co. 


Western Avenue Seattle 4, Wash. 





New York 4, N. Y. 


SABROSA COFFEE COMPANY, INC. 
Simon Auskern -— Samuel Roseman 
Coffee Roasters and Packers 


56 Pearl Street Brooklyn |, N. Y. 








EDWARD P. McCAULEY & CO. 


Green Coffees 


New York, N. Y. 


SCHAEFER KLAUSSMANN CO., INC. 
Quality Coffees 
99 Wall Street 
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R. E. SCHANZER, INCORPORATED 


Chicory and Coffee Substitutes 
| 610 South Peters Street New Orleans, La. 





SCHILLING 
i Division of 
McCORMICK & CO., INC. 


i 301 Second Street San Francisco 7 


100 E. Grand Avenue 





SPICE ISLANDS COMPANY 
Spices, Herbs, Vinegars, Tea, Pepper Mills 
South San Francisco, Calif. 








SWANSON BROTHERS, INC. 
Coffee Importers 


149 W. Kinzie Street Chicago 19, Ill. 








SCHOLTZ & CO. 


Coffee Importers 
82 Wall Street, N. Y. 


| §. A. SCHONBRUNN & CO., INC. 
Savarin Coffee 
Savarin Instant Coffee 
f Medaglia @Oro Espresso 
eon a 
SEEMAN BROS. INC. 
New York, N. Y. 

Roasters and Distributors 

White Rose Coffee 


JOHN SEXTON & CO. 
Coffee Roasters — Spice Grinders 


| Chicago — Long Island City — Pittsburgh — Atlanta 
Dallas — Philadelphia — 





New Jersey 

















J. N. SOARES CO. 
Agent for Angolan Shippers 
110 Front Street New York 5, N. Y. 


620 Tchoupitoulas Street 





oit — San Francisco 


WALTER H. TANTZEN 
D/B/A WALTER F. POWERS 


Weigher and Sampler 
24 Stone Street New York 4, N. Y. 
New Orleans Office 
New Orleans, La. 





TEA PACK COMPANY, INC. 
The Complete Tea Bag Packing Service 


367 Greenwich Sirect New York 13, N. Y. | 
Digby 9-0748 


Member, Tea Association of the U.S.A. 





UNIVERSAL COFFEE COMPANY 


805 West Randolph Street 
Chicago 7, Illinois 


"WESSEL, DUVAL & CO., INC. | 





Established 1825 
Coffee Importers 
Ecuadors and Peruvians 
67 Broad Street 
Cables: Hemenway 


New York | 





WEST SIDE WAREHOUSES, INC. | 


Modern Tea Storage — Clean Rooms 
416-424 Washington Street New York 13, N. Y. | 





SOKOL & COMPANY 
| Importers—Edible Seeds, Spices, Herbs, 
| Saffron, Paprika, Lentils, Chick Peas, ete. 
241 East Illinois Street Chicago 11, lil. 
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Compliments of 


W. WIRT WICKES & SON, INC. 
Vintage Crop Coffees 
10 Gouverneur Lane, N. Y. 








YOURS for the asking 


The booklets listed below contain specialized, detailed 
information on various subjects. This literature is 
yours for the asking. Merely fill out the coupon and 
mail. 


a. coapaeeavons 

This four-page bulletin with pictures and specifi- 
cations on a new line of coffee granulators. The 
bulletin describes capacity and dimensions, special 
finishing rolls, operation and maintenance, replace- 
ment heads, etc. Jabez Burns & Sons, Inc., 11th Ave. 
at 43rd St., New York City. 


4 MODERN FILLING MACHINES 

A four-page illustrated folder describes a complete 
line of modern filling machines and packaging ma- 
chinery for virtually any of your needs. Stokes & 
Smith Co., 4962 Summerdale Avenue, Philadelphia 
24, Pa. 


10—ven BATTERIES 

This four-page illustrated folder describes a series 
of coffee urn batteries considered by the manufacturer 
to be ‘‘as modern as 1961.” Included are full details 
and specifications, including information about the 
gridded riser recommended by The Coffee Brewing 
Institute. Cecilware-Commodore Products Corp., 199 
J.afayette Street, New York 12, N. Y. 


1 l —PACKAGING EQUIPMENT 

Modern rebuilt and fully guaranteed packaging and 
processing equipment is covered in this eight-page 
illustrated folder. Machines range from wrappers to 
cappers, from bag makers and fillers to grinders. 
Union Standard Equipment Co., 318-322 Lafayette 
St., New York 12, N. Y 


12 ~NEW COFFEE COOLER 

Detailed information about a new coffee cooler 
is given in Bulletin 902, available from the B. F. 
Gump Co., 1325 S. Cicero Ave., Chicago 50. The 
Ideal Vertical-Twin Coffee Cooler has a compact ver- 
tical design, and is said to cool a full four-bag batch 
of coffee to room temperature in less than three 
m'‘nutes. 


13 —STORE GRINDER 

This illustrated bulletin describes the new Super 
Grindmaster Model No. 500, which supersedes the 
company's regular Grindmaster, featured for the past 
four years. Operation is fully automatic. The grind 
plate is on the front of the machine, in full view of the 
customer, and the grinds are indicated with an illus- 
tration of the brewing device, as well as by name. 
American Duplex Co., 815-827 West Market St., 
Louisville 2, Ky. 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 
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coffee in Brazil's economy 
(Continued from page 13) 





the value of all exports. The most recent five year period 
(1953-57), however, has averaged 64%. 

Cotton ‘and cocoa are the next largest earners of export 
money, but in recent years each has only accounted for 
around 5% to 6% of the value of all exports. The extreme 
importance of coffee as an export earner over the years can 
be seen from the following figures on export receipts for 
Brazil in 1957, in United States dollars: 

Coffee, $846,000,000; cocoa, $70,000,000; Cotton, $44,- 
000,000; mineral ores, $89,000,000; other, $343,000,000; 
total, $1,392,000,000. 

The value of coffee exports in 1957 was down $150,- 
000,000 from a year earlier. At the same time cotton was 
only about hali of the previous year's level. 

Population in Brazil is estimated to be about 63,000,000, 
and is increasing at the rate of about 2.5% per year. The 
1950 census showed a total of 19,800,000 people over the 
age of ten years who were gainfully employed. This was 
: gain of 2,800,000 over the 1940 level. Coffee is widely 
drunk in Brazil, and estimates of domestic consumption 
have been made of around 3,500,000 bags annually. At 
this level the per capita consumption would amount to about 
7.3 Ibs. green bean equivalent, or about half of what it is in 
the United States. 

Much of the coffee drunk in Brazil is served in small 
demitasse cups, and while it is rather strong, liberal quan- 
tities of sugar are often added. Coffee is often served as an 
after-dinner drink, but there are many coffee bars which do 
2 considerable amount of business. Prices for a demitasse 
cup of coffee in many of these bars only amount to an 
equivalent of 1¢ to 2¢. 

Goverament officials are attempting to increase domestic 
consumption, and have included several measures in the 
1958/59 coffee policy designed to stimulate increased con- 
sumption. 

Coffee is subject to a considerable fluctuation in production 
from year to year, due primarily to frosts and unseasonally 
heavy rainfall. The coffee marketing year in Brazil is con- 
sidered to be from July through June. Harvesting, however, 
sometimes begins as early as April. By the end of the year, 
three-fourths of the crop is generally registered. 

Exports during the marketing year are more evenly dis- 
tributed, and amount to about as much generally in the last 
six months of the marketing year as in the first. Harvesting 
in the State of Sao Paulo is earlier than in Parana, and 
sometimes as much as 90% of a year's crop of coffee is 
registered by December 31st. 

Coffee trees in production have increased in the states of 
Sao Paulo, Parana and the other producing states since 1946. 
The large increase, however, was in the state of Parana. 
The accompanying table shows an increase for each year in 
this state since 1946, and there are more trees yet to come 
into full production in the western third of the state. Many 
of the new trees planted are of the earlier and higher yield- 
ing Mundo Novo type. This variety often gives a good 
crop after two years. 

In the State of Parana big increases in the number of trees 
in production occurred during the 1955/56 and 1956/57 
crop years. Plantings are continuing in Brazil, and in the 
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calendar year 1957 an estimated 615,000 acres were planted. 
It is the practice in much of the coffee producing zone to 
replace old trees piecemeal. There is a tendency now to 
plant the trees closer together, and often new trees are 
planted in between the older ones. 

The coffees of Brazil are referred to as “Brazils” to dis- 
tinguish them from the “Milds” of other countries. They 
are broken down into seven groups, and are named for the 
ports through which they are shipped. Santos is the leading 
type, but others are Rio, Victoria, Bahia, Paranagua, Recife 
(Pernambuco) and Angra dos Reis. Santos coffee is grown 
principally in the state of Sio Paulo; Rio in the states of 
Rio de Janeiro, Minas Gerais and Espirito Santo; Victoria 
in Espirito Santos; Bahia in the State of Bahia, Paranagua 
in the State of Parana. 

The groups are further subdivided according to their bean 
characteristics and the districts in which they are produced. 
A further general classification of Brazil coffees distinguishes 
between ‘‘washed”’ or ‘‘unwashed,”’ based on whether or not 
they are prepared by the “wet” or “dry” method. Only a 
very small amount of the coffee produced in Brazil is pro- 
cessed by the wet method. 

The grading system has a series of numbers from 2 to 8, 
with the highest quality being No. 2 grade. 

Coitces are also classified based on taste using the terms 
“strictly soft fine cup” for the best grades down to “Rio 
cup” for the lowest grade. 

Therefore, under the two systems of grading, the best 
gtade Santos coffecs would be termed ‘Santos 2's, strictly 
soft, fine cup quality.” 

Santos is the leading coffee port in the world, and during 
the 1957/58 year shipped about 509% of the total Brazilian 
exports. 

Brazil is now producing almost half of the world’s coffee 
supply. During the 1957/58 year 57.5% of her coffee ex- 
ports were to the United States. Production of “preferred” 
type of coffees in Brazil for the 1957/58 crop year totalled 
over 7,000,000 bags, compared to approximately 1,000,000 
in each of the two preceding crop years. The Brazilian Coffee 
Institute is attempting to improve production of quality 
coffee, so the proportion of “soft” coffees promises to in- 
crease. Coffee will undoubtedly occupy a dominant spot in 
Brazil's economy for many, many more years. 


coffee drinking in 1958 
(Continued from page 20) 





industry has grown in recent years. Today, 40% of all 
coffee drunk in eating places is sold during coffee-break 
hours, compared with 28% at lunch, 14% at breakfast, and 
18% at dinner and in the evening. 

As the popularity of the coffee-break continues to grow, 
it will provide an even better market for the coffee industry. 
In 1950 only half the employees in the United States had 
coffee available to them during working hours, whereas in 
recent years it has beea available for up to 70%. In the 
earlier years, total coffee break consumption for all persons 
amounted to little more than 35,000,000 cups, whereas it 
is now almost twice that amount, or 70,000,000 cups. 
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See 14,850,000 bags from Latin American 
Agreement countries in six-month period 


Under the terms of the Latin American Coffee Agree- 
ment, the flow of green coffee to world markets from the 
15 signatory countries will total not more than 14,850,- 
000 bags during the six-month period ending March 31st, 
1959, it was announced by Dr. J. O. Santos, secretary 
general of the Agreement. 

This total, Dr. Santos said, is the result of applying the 
Agreement’s retention formula to the estimated export- 
able production of each country and is in line with the 
historical statistical pattern of shipments for each pro- 
ducing nation during similar base periods in the past. 

Dr. Santos also announced that a meeting was schedu- 
led in Washington to discuss an auditing system being 
drawn up by a United States consulting firm. 


Pushbutton coffee service 


offered by Pennsylvania Inn 

“Push the ‘Service Button’ 
you can’ count down a rocket launching, there'll be a 
Pot o'Coffee at your door—a generous two cups with 
cream and sugar.” 

This message is inscribed on a card you receive when 
you check in at lovely Riverside Inn on the banks of 
French Creek in Pennsylvania. 


three times and, before 


Supermarket tests “throwaway” 
coffee bag brewed in the pot 


A new “throwaway” coffee bag which can be put right 
into any suitably-sized pot and brewed in eight to ten 
minutes is being tested by Fernandes Super Market, Plain- 
ville, Mass. 

The coffee bag, developed by Kip, Inc., Chatham, Mass., 
is woven of taste-free viscose. It was said that the bag 
will neither melt, react to temperature nor add any taste 
to food material. 

The bag holds the coffee loosely, allowing free circula- 
tion when put into water. As the beverage material is 
brewed out, the bag sinks to the bottom of the pot. The 
grounds remain in the bag to be thrown away. 

For the market test, Fernandes private label ground 
coffee is being packaged in cellophane-wrapped boxes 
containing six three-cup bags and six four-cup bags. Each 
box has a net weight of 1714 ounces. 

For introductory promotional purposes, Fernandes re- 
tails its bagged coffee for about 79¢. A coupon-question- 
naire is enclosed in each box, which, entitles the consum- 
ed to 25¢ off a second box. The firm's coffee ordinarily 
retails for 75¢ per pound. 

A demonstrator in the store serves coffee brewed with 
the Kip bag process. 

The bagging and packaging machine was set up to il- 
lustrate the innovation. 
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U. S. housewives need 
brewing instructions, 
homemaking experts say 


A nationwide poll of home economists has come up 
with strong evidence supporting the coffee industry's 
stand that the average U. S. housewife needs to be told 
how to make decent coffee. 

McCall's Home-Ec Barometer reports that a group of 
teachers, home demonstration agents and utility company 
home economists who work with consumers throughout 
the country recently agreed that there are three major 
reasons why the coffee served by most women turns out 
to be such a pallid, unappetizing brew: 

1. They don’t use enough coffee. 

2. They use different-sized cups for measuring the 

water. 

3. They don’t know which grinds to use for the vari- 

ous types of coffeemakers. 

Although the majority of women do measure the 
coffee they put in the pot, the article states, 20% use less 
than one tablespoonful and 63% use just one tablespoon- 
ful, half the recommended amount. 

When it comes to measuring water for coffee brewing, 
65% of U. S. housewives use a coffee cup, while 27% 
use a standard eight-ounce liquid measuring cup. The 
former method is wrong, the home economists pointed 
out, because of the fact that cups of many different sizes 
are used in homes today; the latter, because too much 


water is used. 





Housewives are particularly confused when it comes 
to knowing which grind to use. Some, for example, 
think that different types of coffeemakers require differ- 
ent quantities of ground coffee, and also that they can 
get more mileage out of the coffee by varying the grind 
used. 

Most homemakers admit that they do not make good 
coffee and they are unhappy about it, because they feel 
that “a good cup of coffee is mighty important’, the re- 
port disclosed. 


Southland Coffee acquires 
margarine making subsidiary 

J. D. Anderson, president of Southland Coffee Co., 
Atlanta, Ga., has announced the purchase of the Margold 
Corp., makers of margarine. 

Mr. Anderson said the acquisition was a cash transac- 
tion, but the purchase price was not disclosed. 

Mr. Anderson becomes president of Margold, which 
will be operated as a subsidiary, keeping its name intact. 


Fire hits Nairobi coffee mills 

A serious fire partially destroyed the Nairobi coffee 
mills last month, it has been reported. 

However, the large hulling plant was not heavily dam- 
aged, and went into operation with a maximum output of 
100 tons per day. 

It was hoped that auctions would be maintained at a 
rate of about 500 per week, which would mean ex- 
tending the offerings into May, 1959. 
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To all our friends 


A VERY MERRY CHRISTMAS 
and 


A SUCCESSFUL NEW YEAR 
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THE GREAT ATLANTIC & PACIFIC TEA CO. 
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“Mark my word” 


By MARK HALL 


THE COFFEE EXECUTIVE 
AND HIS SECRETARY 


How friendly should a coffee executive be toward 
his secretary? That has been a serious problem to 
many an executive who wants to be loyal to his wife 
but is worried about the turnover of his private 
secretaries. 

If the boss does not give his secretary some little Merry Christmas 
twinge of sentiment, especially if she is unmarried, 
she might leave for greener pastures. She might 
change her job just to work where there are lots of BALZAC BROS & COMPANY ING 
prospects, from the truck driver to the big executive. . ’ . 

A private secretary, say in her thirties, is not pri- 
marily interested in a particular man. But she usual- 
ly ian to get ane, for she believes—whether Coffee Importers 
it’s justified or not—that there is a stigma in being 
classified as an old maid, even when she is called 96 Wall Street, New York 
a career woman. 

It's not advisable for an executive to carry interest 
in his secretary too far. A wrathful wife who calls 
at the office to give her rival the once-over is not a 
recommendation to the board of directors, And 
more than inflation, a breach of promise suit could 
wipe out all the advantages of his last raise. : 

The best advice to a promising executive is to keep G 
himself under control. Study your secretary and reetings 
know her weak spots. Bring up her temperature one AND 
or two degrees, but never let it reach fever propor- 


tions. After some turnover in secretaries, your skill . 
in holding them will be better. All Good “Wishes 
But remember, men are men and women are wo- 


men. Could that be doubted? Therefore, in trying 
©o All 


to hold your secretary on the job, keep within the 
bounds of propriety and never stretch your luck too 
far. 
In Ghe Coffee 
Coffee is healthy, too | d 
A cup of coffee gives about 1 mg. of niacin, one of the n ustry 
important water soluble vitamins required by the human 


body. 


This is one of the statements about coffee pointed out 9 
by India’s Coffee Board at the “India-1958" exhibition, 





























and credited to the Central Food Technological Research 


Institute. 
Here are some of the other statements about coffee and Z C : 


health: 
Coffee helps in the digestion of food, especially in the 190 Franklin Street 


case of individuals with poor acid. New York 13, N. Y. 
Three cups of coffee a day provide 12.5% of calories, 


9.8% of proteins, 6.1% of vitamin A, 
DECEMBER. 1958 








Developments among public feeding outlets 


Drive-in movies are 
a 7,000,000-lb. market 
for coffee, article says 


The 4,500 drive-in theaters in the United States prob- 
abiy use close to 7,000,000 Ibs. of coffee a year. 

Some large drive-in movies use over 4,000 Ibs. of cof- 
fee a year. Some 600-car theaters in industrial areas sell 
about 1,800 Ibs. annually. 

These insights into the market for coffee among drive- 
ins were revealed in a recent issue of Motion Picture 
Herald. 

Drive-ins generally sell coffee in six-ounce paper cups. 
Motion Picture Herald takes 40 cups to the pound as a 
basis, and comes up with a total of 280,000,000 cups of 
coffee sold in drive-ins in an eight-month year. 

This volume accounts for well over 15% of total re- 
freshment stand intake at the outdoor theaters, the trade 
paper points out. 

“Coffee is an attraction of the refreshment stand, and 
it must perform accordingly,” Motion Picture Herald 
warns. 

“Failure to do so reflects adversely on the refreshment 
operation first, and on the theater itself, ultimately.” 

The article underlines the fact that a successful drive- 


cer canemmte ats 


UWL LL 


NEW YORK 


bee SUT 
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in theatre must offer good coffee served right. 

“The enterprise is exploited paimarily, not as a restau- 
rant, but as a theater,” the article says. “Smack merchan- 
dise should identify the basic business with the best, 
which means a policy assuring immediate recognition of 
top quality through brand and taste.” 

A good cup of coffee does not allow any compro- 
mises that show up appreciably in the profit column, 
the trade publication declares. 

“The difference between good and bad is a matter of 
fractions of a penny per cup, and these get at least 
nullified by their adverse effect on sales, where decent 
standards are required in other aspects of the operation,” 
the article points out.” The raw coffee should be fine 
grades in a blend known to please a vast majority of 
tastes, it will be a little heavier than domestic grades. It 
must be fresh when delivered, and delivered often enough 
to be kept fresh—not more than every ten days, and week- 
ly is a better minimum. 

“The beverage should be made with immaculate equip- 
ment. Cleanliness of the coffee-maker is a critical factor 
in the production of good quality. By this is meant the 
interior of urn and spout. The liquid leaves a film of 
oily substance which must not be allowed to accumulate, 
or it will impart a stale, bitter flavor to the freshly made 
beverage. 

“With well designed equipment maintained in a state 
of absolute cleanliness. a proper blend of fine coffees, 
used at the rate of a 14-ounce bag to 24%4-2!/, gallons of 
water (with no more than three passes) will produce in 
every cup a beverage of first quality.” 


Season’s 


Greetings 


SCHAEFER KLAUSSMANN CO., INC. 


NEW ORLEANS 


Fiel 





If you want to make 
good coffee, look at 
the lid and follow the 
imprinted directions, 
Kenneth Burgess, east- 
ern field representa- 
tive for The Coffee 
Brewing institute, tells 
River Edge Rotarians 
at Paramus, N. J. 


Twenty-gallon urns constitute more or less standard 
equipment, but some drive-ins also employ a specialized 
method like the Silex or Cory. 


Yet another approach to serving a good cup of coffee 
is the use of soluble coffee with equipment especially de- 
signed for it, the publication says. 


“This method has the advantages which have brought 
about today’s superior types of instant coffee for domestic 
consumption—that is, quick preparation of the amount 
immediately desired, eliminating waste and loss of quality 
through standing. 


“Since these considerations apply to many restaurant 
operations as well as the home, coffeemakers for the 
instant product have been developed in designs well suit- 
ed to drive--in theatres.” 


Motion Picture Herald cites, as examples, the E-Z Way 
Coffeemakers, either exclusively or for most periods of 
operation, using urns only when attendance is high on 
evenings cool enough to produce unusual demand. 


“Regardless of the methods employed, there is only 
one kind of paper cup in which to serve a good cup of 
coffee, “the article insists." This is the plasticized cup. 
Coffee, as we have noted with respect to cleanliness, picks 
up foreign flavors readily, and the hot beverage quickly 
absorbs those of the cup paper. Cups with interiors and 
lips plasticized have made it practical at last to offer at 
an operation like a drive-in theatre as good a cup of 
coffee as can be served anywhere.” 


Two-burner coffee warmer marketed 


“It speeds service, saves countless steps, yet is compact 
enough to fit even narrow counters, ledges, or backbars.”’ 
That's how Vaculator describes its newly introduced two- 
burner coffee warmer range. 


Measuring just 13!/, inches long, 314 inches high, and 
5Y, inches deep, the Vaculator warmer can be used with 
all standard makes of glass or metal decanters. 

Other features include a stainless steel body; rubber 
non-skid feet; plastic toggle switches; and a price of 
$22.00 list. Further details are available from the Hill- 
Shaw Co., Chicago 6. 
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Coffee ad included in new edition 
of “The 100 Greatest Advertisments” 






A series of coffee advertisements is now ranked among 
“The 100 Greatest Advertisements”, according to Ad- 
vertising Age. 

Julian L. Watkins, author of the book of that title, will 
include the coffee ads in the revised edition, to be released 
early next year. 








The coffee series, run in the early 1920's by the Joint 
Coffee Trade Publicity Committee, is credited by Mr. 
Watkins with being instrumental in giving birth to the 
coffee break. 







One of the ads has a line drawing of a man—who has 
not stopped to take off his hat—drinking a cup of coffee. 
The caption, in quotes, is: “I drink it every morning.” 







Stewarts Private Biend Coffee rides 






Western theme in new outdoor displays 





The success of a host of TV range riders is triggering 
a big, new Western theme outdoor advertising push for 
Stewarts Private Blend Coffee, Chicago. 







Stewarts commissioned Charles Lassell, the noted Wes- 
tern artist. to create a series of new outdoor displays. 









Many of Mr. Lassell's paintings have been used as cover 
subjects for The Saturday Evening Post. 

One outdoor board shows a rugged cowboy pouring 
coffee in front of a chuck wagon, where both a case and 
a can of Stewart's Private Blend Coffee are clearly visible. 

The biggest words on the board are for the Stewart 
slogan: ‘Goes further.” 

Posting in ten markets in and around the Chicago 
Metropolitan Area is scheduled for November, while an 
expanded list of cities is under consideration for spring, 
1959, Outdoor Advertising, Inc., reports. 

A feature of Stewarts outdoor campaign will be a Chi- 
cago painted bulletin at a high-density traffic location. 

Newspapers, radio, and television are also being used. 
Roche, Rickerd & Cleary, Inc., Chicago, is the agency. 


Monarch offers nylon premium 


to back redesigned coffee can 


A new blend of Monarch Coffee, with a completely re- 
designed label, is being promoted with a nylon hose 
premium offer by Monarch Foods, River Grove, Ili. 

The new blend is priced to compete favorably with 
other popular brands, Monarch said. 

The redesigned Monarch label has red as its dominant 
color, with yellow and white lettering. Designed by the 
Continental Can Co. in conjunction with Monarch’s own 
artist, the new tin received a very high readership rating 
in tests conducted by the Color Research Institute. 

To stimulate consumer interest in its new coffee blend, 
Monarch is offering two pairs of Fashion Flite nylon hose 





Use Mexican Coffees 






for a Successful Blend 





Ave. Insurgentes Sur #1079, ler. piso, 
México 18, D. F. 





and a prosperous New Year to the 
coffee trade in the United States 


COMISION NACIONAL DEL CAFE DE MEXICO 


Member: Pan-American Coffee Bureau 
Federacién Cafetalera de América (FEDECAME) 


Merry Christmas 


120 Wall Street 
New York 5, N. Y. 
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$7 increase in coffee volume 
ups total grocery sales $22 


I am sure that you are conscious of coffee’s reputation as 
a traffic-maker in retail stores. 1 think you'll find that store 
operators agree that coffee featured im retail advertising is 
a sure-fire traffic builder. 

“Store tests in one city have revealed that for ever) 
$1.00 imcrease in coffee sales, operators got a $22.00 in- 
crease in total grocery sales. 

"Coffee is rarely an impulse-buying item. It's a staple. 
It's on most shopping lists. Coffee, in short, is one of the 
principal reasons why consumers go lo a grocery slore.”’ 

~—John F, McKiernan, president, National Coffee As- 
sociation, at the 31st annual convention of the Plee-Zing 
organization. 











for only $1.00 and the coupon contained in every tin. 
Through this offer, consumers are said to save $1.50 on a 
$2.50 value. 

Backing the campaign is colorful point-of-sale material 
and six advertising mats in various sizes. The display 
material consists of a window banner, a plastic shelf 
molding strip and a mass display sign. Printed in Day- 
Glo red and blue, the material is available from Monarch 
supply depots throughout the country. 


It may be easier now to use 
outserts on your packages 


Three new developments in production and applica- 
tion of outsert folders—to reduce their cost and make 
application more efficient—have been announced by 
Outserts, Inc., Scranton, Pa., a division of Eureka Specialty 
Printing Co. 

Outserts are sealed advertising folders fixed to the out- 
side of consumer-product packages. Custom-built die- 
cutting equipment, already in use at the Scranton plant, 
permits much faster production of outserts in odd shapes 
and sizes te accommodate unusual package space. This 
development substantially reduces die-cutting cost, it was 
said. 

Two other improvements deal with production-line ap- 
plication of outserts—a versatile wax-dropper for semi- 
automatic application, permitting one operator to apply 
up to 60 units a minute; and a fully automatic outsert 
labeler, which will smoothly apply outseris to containers 
at speeds up to 300 units a minute. As part of an im- 
proved service program, both machines are now available 
directly from Outserts, Inc. 

A radically new highspeed prototype outsert applica- 
tor is also being prepared for in-use testing. Designed 
to accomodate the higher speeds in modern production 
plants, the machine is expected to fix outserts to pack- 
ages at about 600 a minute. 


Coffee-break aids art in Ohio 


In Columbus, Ohio, a women's group is sponsoring 
“Coffee-Breaks-for-the-Gallery”, for the Columbus Gal- 
lery of Fine Arts. 

Based on the principle of the chain letter, the coffee 
parties are supposed to spread throughout the city. Each 
cup of coffee will cost one dollar. 
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Developments in instant coffee manufacturing, marketing 


Pushbutton liquid instant 
coffee marketed nationally 
under Tasti-Cup brand name 


What is probably the first pressurized liquid instant 
coffee on the United States market was introduced na- 
tionally last month. 

The Tasti-Cup Coffee Corp., 135 Front Street, New 
York City, unveiled its nitrogen-propelled product in the 
November issue of Gourmet, national magazine for the 
food specialty field. Tasti-Cup is headed by Mortimer J. 
Kahan, who is well known on Front St. 

The new product is packaged in a 12-ounce Crown 
“Spra-tainer” and uses a Precision nitrogen valve, ac- 
cording to a report in Aerosol Age. 

The product will appear nationally all over the country 
by the first of January, probably beginning with delica- 
tessens and other specialty stores, before reaching super- 
markets sometime after the first of the year. 

Present plans call for it to retail at about $1.35 for 
the pressurized equivalent of one pound of ground coffee, 
which will provide 48 to 50 cups of coffee with normal 
usage. 

Called “Tasti-Cup,” the package carries a brilliantly 


colored brown and gold label. The container must be 
kept under refrigeration, both at the point-of-sale and in 
the home. 


Mr. Kahan points out that the refrigeration method of 
preservation has enabled the company to package the cof- 
fee concentrate without the harmful pasteurization pro- 
cess, which carmelizes the carbohydrates and breaks down 
the essential oils so vital to aroma. He reports that more 
than a year of experimentation has revealed that the re- 
frigeration method offers the best chance for maintaining 
the flavor, aroma and appearance of concentrate delivered 
from the spout of the aerosol container. 


Mr. Kahan also reports that his company has devised a 
system of filling the container with only eight ounces of 
concentrate (in a 12-ounce container). This, he says, in- 
sures that the consumer will be able to get all of the pro- 
duct out in the majority of cases, and at the same time 
will serve to offset the psychological disadvantage of some 
nitrogen aerosol marketers who must, of necessity, form- 
ulate their products to allow up to 15% of the product to 
be retained in the can after the propellant has been used 
up. ; 

Tasti-Cup's advertising, both on its label and in its first 
advertisement in Gourmet—and another in Tellefoods, 
a trade publication that goes to food brokers and distribu- 
tors—roundly proclaims the advantages of pressurized 
packaging. 

“Pure liquid concentrate that remains under constant 
vacuum,” proclaims the label. “It's fresh.” 

The company’s advertising also calls it the “Closest 








Merry Christmas 





ENRIGHT BROS. 


Happy New Year 








36 COFFEE & TEA INDUSTRIES and The Flavor Field 























thing to the perfect cup of coffee since the invention of 
instant coffee.” 

The product concentrate is said to be kept fresh 
throughout the life of the can (so long as it is kept under 
refrigeration) by compressed nitrogen expanding to fill 
the headspace. Under refrigeration, the company re- 
ports, the planned shelf life of the product is six months, 
which would indicate that extensive compatibility tests 
have been carried out with various can linings and valve 
components. Though the dispensed concentrate is com- 
paratively heavy, the added gas used to pressurize the 
product prevents any tendency of the valve orifices to 
clog. 

To insure the success of its product at the retail level, 
Tasti-Cup has designed its label to stress the advantages 
of its product over conventional ground and instant cof- 
fees. On the reverse side, for instance, recipes are given 
for coffee milk and coffee soda. For the first of these, the 
label advises mixing one teaspoonful of the product with 
about eight ounces of cold milk, then sweetening with 
about a teaspoonful of sugar. For the second, the label 
advises mixing one teaspoonful of the concentrate with 
eight ounces of club soda, again with some sugar for 
sweetening. 

The company also suggests that iced coffee can be made 
by simply dissolving the concentrate in ice water and 
pouring in cracked ice or standard ice cubes. 

Tasti-Cup has appointed Roy S. Durstine, Inc., New 
York City, as its advertising agency. 


Pack instant coffee jars 
with built-in dispensers 

Two coffee roasters are packaging their six--ounce jars 
of instant coffee with a plastic dispenser-cap that has a 
built-in one-cup measure. 

The method is said to keep coffee fresher by eliminat- 
ing repeated opening of the jar, and to reduce waste 
and spilling. 

The firms are the Duncan Coffee Co., Houston, for its 
Maryland Club brand and the Wm. S. Scull Co., Camden, 
N. J., distributor of Boscul instant. 


Maxwell House names Andrews to Sanka post 


James W. Andrews has been appointed product man- 
ager of decaffeinated coffees, Sanka and Instant Sanka, 
for the Maxwell House division of the General Foods 
Corpotation, Hoboken, N. J. 

In 1953, Mr. Andrews joined the Perkins division of 
General Foods, where he was most recently advertising 
manager. Before this, he was with The S.0.S. Co., which 
last December became a part of General Foods. 


Putting your foot into it 


Coffee bean is the new color in shoes for men. 

That's what full page newspaper advertising by Wal- 
lachs announced last month in the New York City area. 

“Coffee bean — Freeman's stimulating new color’ the 
ad declared, under a picture of an import bag of coffee 
beans, with men’s feet, shod in the new Freeman styles, 
around it. 

The “Coffee Bean” color belong with deep-tone fall 
suits, coats and hats, the ad said. 
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brewing facts for more coffee sales 


(Continued from page 17) 





as you know, if the customer is to consistently get a good 
coffee beverage from your blend. 


Our experience has been that coffee roasters all too fre- 
quently are not aware of a lack of uniformity in their 
product—particularly as regards the grind. Particle size 
distribution cannot be trusted to discernment by the human 
eye. The only precise test we know of is the sieving method. 

In our studies we have demonstrated that there is a wide 
variation from brand to brand in grinds within a given 
designation. Also that the same brand may vary from lot 
to lot. 

This means, first, that the consumer, who has every reason 
to assume the label means what it says, is getting a host of 
different grinds to use in his coffeemaker. It means secondly, 
that following a given set of directions the result will vary. 

Now, we in the coffee business are expected to know a 
lot more about proper grinds than the purchaser. We do. 
The Institute will advise you and help you set-up a quality 
control program of your own. We have done it for many 
roasters and believe me, they are pleased. We'll check your 
grinds in our laboratories for a fee, to cover a part of our 
cost. We do it regularly for the trade. 

Before I leave the subject of grinds I would just like to 
mention several reasons for improper grinds. 


1. Improper setting of grinders due to little or no testing. 





2. Improper setting of grinders due to normal wear of 
cutters requiring periodic adjustment based on tests. 

3. Dull cutters which need replacement since they give 
improper particle size distribution—generally an excess of 
very fine particles which cause excess sediment in the bev- 
erage. 

Improper grinds are not conducive to good beverage. 

Also, to help you in your quality control, we have de- 
veloped and helped roasters install instrumental techniques 
for color control of roasting; have studied and are con- 
tinuing to study packaging; and have developed techniques 
for measuring bulk density (very important to those roasters 
supplying the rapidly growing vending machine trade.) An- 
other important characteristic in this field is rate-of-flow 
through the bed of coffee; Blends vary, and a great deal 
cf work should be done in this area. 

We have a method for measurement of color of coffee in 
the cup—important in some instances. 

Now for the brew . . . 

In simple terms, beverage coffee is prepared by bringing 
together coffee and water, then separating the insoluble ma- 
terial (the grounds) from the liquid. The purpose of this 
is to transfer the desirable flavor and aroma elements 
(soluble materials) from the ground coffee to the liquid, 
but to do this in such a manner as to not extract the bitter 
components which will over-shadow the desirable flavor 
materials, a situation commonly termed over-extraction. 


Factors which must be controlled are: 


1. Particle size of the coffee. The finer the particles the 
faster they extract. Grind is very important. 
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2. Temperature of the water. The higher the tem- 
perature the faster the extraction. 


2. Time of contact between coffee and water. The longer 
the grounds and water are together, the greater the ex- 
traction. 

4. Proportion of coffee and water. The greater the 
ratio of coffee to water, the greater the extraction. 

So far this doesn't seem to complicated. Now all that 
needs to be done is to write instructions for brewing in 
the thousands of devices on the market which will give the 
user nearly ideal control of these factors. The instructions 
must be simple concise and direct. 

But before we start writing instructions we must know 
what the consumer prefers and have a means of measuring 
this preference quickly and accurately. We have laboratory 
techniques based on consumer taste tests. 


Increase in South American coffee crop 
to 38,000,000 bags seen for 1958/59 


South America's 1958/59 coffee crop is now estimated 
at 38,000,000 bags by the United States Department 
of Agriculture with an exportable production of 33,709,000 
bags. This compares with a total of 32,800,000 bags in 
1957/58 and an exportable crop of 28,000,000 bags. 

Brazil's coffee production for 1958/59 is now estimated 
at 26,000,000 bags, and exportable production at 20,500,000 
bags. 

The important producing states of Sao Paulo and Parana, 
in Particular, have had very favorable weather for the 
1958/59 crop. Many farmers in Parana harvested their 
first good crop this summer since the frosts of 1953 and 
1955. 

Heavy rains in the states of Minas Gerais and Espirito 
Santo somewhat damaged the crop harvested during the last 
week of July, but apparently helped the trees. 

Colombia's coffee production is estimated at 7,300,000 
bags for 1958/59, slightly higher than the 7,200,000 bags 
estimated for 1957/58. 

Coffee in Colombia is often grown on steep and uneven 
slopes, which makes spraying, fertilizing and other ad- 
vanced agricultural methods difficult. 

Crop conditions are reported good in Antioquia, Colombia, 
and the State of Caldas expects a much larger crop for the 
coming season. 

Production of coffee in Cauca has been reduced by 
drought, while in other areas production is considerably 
higher than a year ago. Coffee plantations in Cauca are 
relatively free of insects and diseases, and a good harvest 
is expected for 1958/59 if favorable weather conditions 
continue. 

Ecuador and Venezuela are expected to have slight in- 
creaszs in 1958/59 over the 1957/58 coffee crop. 


Kenaf fiber used for coffee bags 

Kenaf fiber, a substitute for jute, has been used to make 
coffee bags. 

Joseph F. Dryer, Jr., president of the North Atlantic 
Kenaf Corp., Havana, Cuba, said production of several 
hundred thousand coffee bags from the world’s first purely 
Kenaf bag mill in El Salvador is the “'best proof that the 
Kenaf industry is successfully launched.” 

Kenaf is fiber from the stalk of a fast-growing plant 
resembiing the hollyhock. 
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Hafers named to succeed Sa 
as IBC representative in U. S. 


Vito Sa, United States representative of the Brazilian 
Coffee Institute (IBC), announced his resignation last 
month, 

He has been succeeded by Joao Roberto Suplicy Hafers, 
widely known in Brazil and in this country as a coffee 
exporter. He is a member of one of the best-known 
coffee families in Brazil. 

Mr. Hafers is also expected to succeed Mr. Sa as Brazil's 
delegate to the Pan-American Coffee Bureau, of which 
Mr. Sa was president. 











Expect Africa to produce 9,600,000 


bags of coffee in 1958/59 season 


Africa's coffee production for 1958/59 is now estimated 
by the United States Department of Agriculture at 9,600,- 
000 bags, with 9,100,000 bags exportable. 

Angola is expected to produce more coffee in 1958/59. 
Total production is now estimated at 1,350,000 bags, com- 
pared with 1,250,000 bags in 1957/58. Areas in which 
rainfall is normally sparse have had good precipitation this 
year, and newly established plantations are now coming into 
production. 

Coffee production in the Belgian Congo should set a 
record in 1958/59, with practically all of the increase in 
Robustas. A larger outturn is expected primarily because of 
additional trees reaching bearing age. 

About 85% of the area in coffee in the Congo in 1957 was 
owned by Europeans. However, in Ruanda-Urundi all but 
about 3% was owned by Africans. 

Coffee production and acreage in the Cameroun have been 
increasing rapidly in recent years. At the beginning of 1958, 
there were approximately 148,260 acres in coffee, with 
about 60,000,000 trees. Robusta makes up about 85% of 
the area, with almost all of the remainder Arabica. 

African farmers produced about 75% of the 1957/58 
Cameroun Coffee crop and Europeans the remaining 25%. 

Extremely dry weather on the Ivory Coast has reportedly 
decreased crop expectations, to the 1958/59 coffee crop 
is now figured at 2,200,000 bags. 

A slight increase in production is predicted during 
1958/59 for Kenya, while production in Uganda is expected 
to recover from the drought-decreased crop of 1957/58. 

Trees in Madagascar are reported in good condition for 
the coming coffee crop. 


Borden names Ingerson, Clay 


Appointment of Harry C. Ingerson as production man- 
ager and Frederick E. Clay as chief engineer has been an- 
nounced by the Borden Foods Co., a division of the Borden 
Co. 

Mr. Ingerson joined Borden in 1945. He started his 
engineering career as a construction engineer with the 
Tennessee Valley Authority in 1934, following his gradu- 
ation from Syracuse University. 

Mr. Clay, who fills the post vacated by Mr. Ingerson, 
joined the Borden Company in 1947 and is a graduate of 
Ohio State University and Michigan State College. 
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They like their coffee hot, 
black and all the time 
in Louisiana bayou country 


Down in the Louisiana, bayou country, west of New 
Orleans, they like their coffee hot, black and all the 
time, reports the Pan-American Coffee Bureau's “Coffee 
Newsletter.” 

Starting on the Attakapas prairie around Opelousas, 
down to Lafayette, and along the Gulf Coast as far as 
Raceland—the region termed the Sugar Bowl of America 
— coffee is a ritual, a tradition and the very heart of 
social life. 

No customs tell more about the people in this pictures- 
que land than those which surround the drinking of 
coffee. 

Talleyrand, the French statesman who engineered the 
Louisiana Purchase for Napoleon, described coffee this 
way: “Black as the devil, hot as hell, pure as an angel, 
sweet as love.” 

To this, South Louisianans have added—"and in the 
right cup, too.” 

Coffee cups come in many different sizes in the marsh- 
lands and little towns of coastal Louisiana. There are 
just as many different ways in which Pierre and Marie 
will “take” their coffee. (A coffee drinker in the bayou 
country never “goes out” for coffee; he “takes” it.) To 
the outsider, coffee-time may seem slightly involved and 











confusing, but the good Cajun folk find their system isn’t 
complicated at all. 

The most frequently heard request along the Teche is 
“a small cup, cherie.” This calls for the demitasse cup, 
filled to the brim with steaming coffee. “I'll take a 
small cup, too, but half me,” also brings demitasse, but 
filled half-way. Once in a great while, someone asks for 
a “big cup,” which is standard size, or what's known as 
“the first cup in the morning.” 

There's a subtle distinction when Pierre puts a nickel 
on the counter and asks for “a little bit in a big cup.” 
He means just that—and wee to the waitress who pours a 
small portion in a small cup. !t must be a little bit in a 
big cup, or none at all. ‘It tastes better that way! Ask 
any Cajun and he'll tell you, “Mavs sure, that means one or 
two good swallow.” 

Often during the day, the veteran coffee drinker will 
sigh mightily and express a craving for “un petit gout,” 
which is his way of saying, ‘a little taste." To be sure, he 
doesn’t drink much at a time, but he drinks cup after cup 
from morning to night. “Just a kiss of the pot” is what 
he wants at least every hour and twice in between! 

Two heaping teaspoons of sugar is the average for the 
big-cup drinker, but some take as many as three and a 
half stirred into a half-cup! Sometimes another teaspoon 
is added as “lagniappe’—or good measere—before the 
full flavor can be appreciated. 

Good coffee—which some claim can be made only with 
muddy bayou water—must not be ruined by the addition 
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of cream. A drop or two—certainement—to give it cclor. 
But, for the most part, connoisseurs prefer their coffee 
black. A remark frequently made in the land of moss- 
covered evergreens is, “Black coffee is good, yes, but I 
like mine black, black, me!” The double adjective in- 
creases the darkness tenfold. 

How can you tell if Cajun coffee’s good? The test comes 
after the contents of your cup have been emptied with a 
few short gulps. If a dark ring is visible on the inside of 
the cup, the coffee was “pretty good.” If no yellowish 
stain is discernible, it means that someone made a pot of 
insufferably weak coffee! 

For the visitor unaccustomed to such potent fare, many 
bayou restaurants have a sign discreetly posted near two 
coffee urns: “WE ALSO SERVE NORTHERN COFFEE.” 
This is a concoction politely disdained by the population 
at large. 

It it here, along the Old Spanish Trail, that the coffee 
pot is on the stove 24 hours a day to welcome all who 
pass by. To one unaware of its diabolical strength, a 
first sip is like downing liquid fire, but when the heat 
subsides, the rich, full flavor comes through. Suddenly 
the stranger knows that this isn’t like any coffee he’s 
ever had before. It's certainly delicious but, more than 
that, Cajun coffee requires a special attitude. 

It might be put this way: Be emphatic about your brew 
and how you take it; it's much too good to take for 
granted. 

The new-comer learns quickly. He says, ‘A little more, 
‘il vous plait . . . and, this time, in a big cup!” 


Nyasaland starts coffee association 

Coffee growers in Nyasaland have joined to form the 
Nyasaland Coffee Growers’ Association. The new group 
will seek to restore coffee as a maior crop ia Nyasaland. 

It will also look into formation of a coffee board, co- 
operative marketing and individual marketing. 


Coffee output in Indonesia 

The upward trend in coffee production by natives in 
Indonesia should offset an expected decrease in estate 
production in 1958/59. 

Smallholders produce about 80% of the total crop 
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Crops and countries 


coffee news from producing areas 





USDA puts Central America’s coffee 


output at 8,500,000 bags in 1958/59 


Coffee production in Central America during 1958/59 is 
expected to amount to 8,500,000 bags, with an exportable 
production of 6,600,000 bags, the United States Department 
of Agriculture estimates. 

Costa Rica has had favorable weather for the coming 
crop, and rains have been adequate. Prospects are for a little 
larger production than last year. 

Harvesting started in August in the Atlantic Coast region 
of Costa Rica (Turrialba and San Carlos) and in San Isidro 
del General, on the Pacific Coast. 

San Carlos and San Isidro del General are new coffee pro- 
ducing areas in Costa Rica. 

The 1958/59 coffee crop in Cuba is expected to top the 
1957/58 crop, primarily because of the recovery of coffee 
trees from 1955 hurricane damage in practically all the 
coffee-growing zones in Oriente Province. Aiso, production 
from new plantings are coming into bearing. 

Washed coffee decreased from 30% of Cuba's total pro- 
duction in 1956/57 to 14% in 1957/58. 

Indications are that Cuba will strive to strengthen its 
position in the world market as a coffee-exporting country. 

The 1958/59 coffee crop in the Dominican Republic is 
estimated at 550,000 bags, with an exportable production of 





425,000 bags. Total production for the 1957/58 season 
amounted to approximately 650,000 bags. 

El Salvador’s coffee crop for 1958/59, expected to exceed 
the 1957/58 crop by 200,000 bags, is estimated at 1,500,000 
bags. 

Guatemala had heavy rains and high winds in June which 
hit important coffee producing areas of the highlands. As a 
result, as well as the fact that some farmers are using less 
fertilizer this year, some reduction is expected in the coming 
crop. 

Mexico's 1958/59 coffee production is estimated at 1,700,- 
000 bags. The 1957/58 crop is now placed at 1,800,000 
bags. 

The size of the crop is attributed to increased use of fer- 
tilizers and to new trees coming into production. 

Strong winds in the Soconusco district of Chiapas in 
June reportedly will somewhat reduce the 1958/59 crop in 
that area. However, Mexico's total crop is expected to be 
the second largest on record. 

Panama's 1958/59 coffee crop should be somewhat larger 
than in 1957/58. 

About 15,000,000 trees were producing coffee in Panama 
in the 1957/58 crop, and there are new plantings each year, 
particularly in the Province of Cocle. 


To explore coffee growing on Adamans 


A pilot project to grow coffee on the Adaman Islands has 
been approved by the government of India. 

An attempt was made to cultivate coffee on the islands 
in 1925 and 1926, with convict labor. The effort was later 
abandoned. 

















Sincere 


MARCELLINO MARTINS FILHO EXPORTADORA S.A. 


formerly 


MARCELLINO MARTINS FILHO & CIA. 
Established 1920 


Brazilian Coffee Exporters 


Rio de Janeiro 


Holiday 
Greetings 














DECEMBER, 





1958 


















Prior to 1891, coffee was an important and remunerative 
product in some provinces in the Philippines, according to 
the Coffee and Cacao Information Bulletin, issued by the 
Coffee and Cacao Institute of the Philippines. Coffee con- 
stituted a source of considerable wealth in Batangas and in 
other sections of the country where it was cultivated. 

In 1890 and for several preceding years, it is said that the 
value of coffee exports ranked fourth in the order of im- 
portance, and it did not fall far below the value of tobacco 
exports. In those days, tobacco was a very important export 
commodity. In 1890, the value of coffee exports constituted 
7.37% of the total value of Philippine exports, 7.08% in 
1889, 7.73% in 1888, 8.29% in 1887 and 5.27% in 1886. 
However, after 1890, production of coffee rapidly diminished 
because of devastation by insects and diseases, particularly 
coffee rust. Consequently the value of coffee exports dropped 
abruptly to 4.58% of the total value of exports in 1891, 
0.07% in 1895 and 0.01% in 1900. 

Since then, coffee production has kept a very slow pace. 
However, in recent years, much enthusiasm has been shown 
by many farmers to raise coffee. When the import control 
law went into effect in 1950, it became difficult to buy coffee 
and coffee products from abroad. The short supply, which 
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came as a consequence, resulted in lucrative prices that at- 
tracted many a farmer to return to his heretofore abandoned 
plantation or to establish new ones and catch up with the 
attractive prices paid for coffee beans. Before the imple- 
mentation of the import control law, it was very much 
cheaper to import coffee than to produce it locally. For 
this reason, efforts to revive the coffee industry failed be- 
cause of the logical indifference of farmers to a crop which 
would yield them less income than others. 

Early in 1955, the Bureau of Plant Industry expanded its 
coffee and cacao research and development project, with as- 
sistance extended by the National Economic Council and 
the International Cooperation Administration of the United 
States government. Other government agencies, like the 
U. P. College of Agriculture and the Bureau of Agricultural 
Extension, joined in the implementation of the program 
to make the Philippines self-sufficient in coffee and cacao 
products, and to lay the groundwork for their development 
as export crops. The Rehabilitation Finance Corporation 
(RFC) helped stimulate production by initiating a special 
coffee financing scheme. At the time, the shortage of coffee 
was felt all over the world, for a severe frost in 1953 de- 
stroyed most of Brazil's coffee plantations. 
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The preceding is a brief story of the rise and fall of the 
Philippine coffee industry before the turn of the century. At 
present, history seems to repeat itself in that the industry is 
on the rise to bring a lesson we learned from its past history 
Should now serve to prevent a fall. But before we proceed, 
we should first go back to see how the first coffee plant came 
to the Philippines. 


There are at least two likely avenues which the first coffee 
plant followed in coming to this country. The most ac- 
cepted is that taken by a Franciscan friar who came from 
Mexico for assignment to one of the highland towns of 
Laguna in 1740. It is said that this priest brought along 
with him Arabica coffee beans, which he planted behind 
his convent. Where he obtained the coffee beans is not clear, 
but these beans must have been from one of those countries 
passed by the boat enroute to the Philippines from Acapulco, 
Mexico. Those were the days of the galleon trade, we learn 
from Philippine history. Mexico was perhaps an unlikely 
place, for according to Haarer, citing various authors, coffee 
planting in Mexico was started in 1790, using seeds from 
the West Indies. The variety raised in the West Indies 
during those early years was Bourbon. The Arabica coffee 
raised in the Philippines—such as the Benguet, Fidelisan 
and Bukidnon strains, which are believed to be the descen- 
dants of the first coffee trees grown here—are closely similar 
to the Typica variety. This gives credence to the records that 
the first coffee in the Philippines came from Java. Also, 
the coffee raised in the East Indies during those early days 
was of the Typica variety. 


Mohammedan influence 


That the Mohammedan Filipinos introduced coffee drink- 
ing and cultivation in the Philippines is also a possibility. 
They may have obtained seeds and seedlings direct from Ara- 
bia in the course of the annual pilgrimages to Mecca or 
from their Mohammedan brothers in Indonesia. It is said 
that the Mohammedan monks of Yemen offered coffee at the 
tomb of Mohammed in Mecca. In the mosques, the monks 
made it a common practice to drink coffee as they prepared 
to play. A story goes that before his death, Mohammed 
had told his brethren that coffee promoted wakefulness, 
wakefulness promoted prayer, and prayer was better than 
sleep. It is logical to believe that to be abreast with the 
practices in Mecca, our early Muslim brothers strove to raise 
their own coffee by bringing with them seeds and seedlings 
for planting. However, available records reveal that most 
of the coffee raised in the early days were in the Christian 
provinces. 

To go back to the Franciscan friar who brought coffee 
seeds on his way to his assignment in Laguna, it is said that 
he planted some of the seeds behind his convent. However, 
for one reason or another, most of the seedlings were 
brought by the priests’ Filipino servant to Barrio Pinagtogo- 
lan, Lipa City, then a town of Batangas province, and 
planted there. These first coffee plants served as the nucleus 
of larger scale plantings not only in Batangas but also in 
other parts of the Philippines. 

At first, coffee plants served as ornamentals on account 
of their beauty while in bloom. Subsequently, the Filipinos 
learned the importance of coffee in world trade. This 
prompted them to plant more coffee. Don Galileo Reyes, 
a native of Lipa, obliged his townmates to raise more coffee 

(Continued on page 60) 
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COFFEE PLANT 
EQUIPMENT FOR SALE 


Fully equipped Coffee Roasting and Packaging 
Plant—Equipment consists of: 
2—#22 (8-bag) Burns Thermalo Roasters 
for gas fuel complete with stoners, feed 
hoppers, motors, stirflex coolers and smoke 


eliminators. 


1—(20-bag) complete green coffee cleaning 
and blending system. 

1—1 Ib. Pneumatic Coffee Bag Machine, com- 
plete with bag maker, 4-head weight scaler 
and filler, and bag closer, units. 

All equipment above is in excellent condition. 
Prices are most reasonable. Equipment is located 
in St. Louis Plant which is to be closed. Equip- 
ment may be inspected in operation. 


For more details, contact: 


E. S. MAHANY 
THE KROGER CO. 
1240 State Street 
Cincinnati 4, Ohio 














COFFEE & TEA 


Sees Ethiopia’s Arabica 
coffees of great significance 
to world coffee industry 


Good natural conditions make Ethiopia Africa’s main ex- 
porter of Arabica coffees, and potentially one of the most 
important producers in the world. 

This is pointed out by Dr. Pierre G. Sylvain, horticulturist 
with the Inter-American Institute of Agricultural Sciences, 
Turrialba, Costa Rica, in an article on “Ethiopian Coffee 
—lIts Significance to World Cottee Problems.” 

The article appeared originally in Economic Botany, and 
has been reprinted in booklet form. 

Dr. Sylvain was formerly a coffee specialist with the Food 
and Agriculture Organization of the United Nations, at 
Addis Ababa, Ethiopia. 

He was co-editor of “Advances in Coffee Production 
Technology,” the special November, 1958, issue of COFFEE 
& TEA INDustRiES, formerly The Spice Mill. 


Home of Arabicas 


Dr. Sylvain reports that recent studies seem to confirm 
that Ethiopia should definitely be considered the native home 
of Coffea arabica L. 

There is such a great genetical variation among Ethiopia's 
“wild” coffees that they constitute the best sources of germ 
plasm now available for programs of improvement of the 
species, he indicates. 

Already some trees have been found resistant or immune 
to all the cultures of the main rust organism with which 
they were inoculated, he notes. 

He points out that Africa, which has given to the world 
all of the commercial species of coffee, for a number of 
years did not have a significant place in the trade of this 
commodity. In the present century, and more especially in 
the recent past, this continent has become more and more 
important as a supplier of the bean. 

According to data compiled by the International Institute 
of Agriculture and the Food and Agriculture Organization 
of the United Nation; (FAO), the contribution of Africa 
to world coffee production was only 1.3% in the years 1909 
to 1914, but went up to 7.3% in the years 1924 to 1929, 
declining a little to 6.4% in the period of 1939 to 1944 
More recent data, based only on exports, showed that the 
expected exportable production in the season 1956/57 was 
roughly twice the average of the period 1946/47 through 
1950/51. More than 22% of world exports in 1956 ori- 
ginated in Africa. 

More African output 

Various factors explain the increased production of the 
African Continent. Two possible factors were trade re- 
strictions between Europe and Latin America during the two 
world wars and the shortage cf foreign exchange in some 
of the main importing countries, acting as a stimulus to grow 
more of the commodity in their overseas territories. 

It must be said, however, that most of the African coffees 
are of the Robusta type (Coffea canephora Pierre) while the 
greatest demand exists for the Arabica type (Coffea ara- 
bica L.). 

According to 1953 data, approximately three-fourths of 
the exports of coffees from this part of the world was of 
the Robusta types. The proportion now may be even higher. 

Because of the rust disease and some insect pests in the 
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lowlands, only a few territories of the Eastern Hemisphere 
have large areas where the conditions are satisfactory for 
the successful growing of Arabicas. Fortunately, the great 
development of the soluble coffee industry in the United 
States has given a better market for the Robustas. It has 
been found that these coffees make a good blend with other 
types used in the manufacture of solubles. 

Most of the Arabicas of Africa are produced in Ethiopia, 
Kenya, Belgian Congo and Tanganyika. Ethiopia is of 
special interest, as it exports half the coffee of this type 
coming from the continent and has the climate and soil 
potentialities to warrant its becoming one of the world’s 
largest producers. 

Recent scientific studies seem to have established that 
this country definitely can be considered as the native home— 
and probably the exclusive native home—of Coffea arabica L. 
This makes Ethiopia an excellent source of fundamental in- 
formation and valuable breeding material. 

Familiarity with ecological conditions which have favored 
the development of a species is of great value to the agri- 
culturist in the choice of the best methods of growing the 
crop 

“Despite the fact that it is not always practical to re- 
produce exactly the conditions in which the wild plant was 
growing and that we must sometimes depart widely from 
these conditions in order to obtain higher yields, we should 
not forget the environmental factors which have facilitated 
the development and the survival of the species,” Dr. Sylvain 
notes. 

“Also, generally greater variations in the genetic charac- 
ters of the plant are found in its native home. This is of 


importance to breeders in their improvement programs. 
Besides the taxonomic and ecological investigations, re- 
search on the parasites of the crop in its normal habitat is 
another aspect worthy of attention and of great practical 
value.” 

These various considerations justify the interest in Ethi- 
opian coffee shown lately by tradesmen as well as scientists, 
he emphasizes. The significance of Ethiopia to world coffee 
problems is fully acknowledged by the choice of its capital, 
Addis Ababa, as the site of an International Coffee Con- 
ference to be sponsored next year by the Food and Agricul- 
ture Organization of the United Nations. 


What it covers 


A single, general résumé covering most aspects of interest 
for all those concerned with coffee appears useful, and that 
is what Dr. Sylvain’s article covers. It outlines recent 
knowledge of principal methods and areas of production, 
the most common coffee types of the area, the major diseases 
and pests, yield data, processing and quality, potentialities 
of Ethiopia as a coffee produced, programs of improvement 
of the industry, and scientific efforts to utilize the easily 
available germ plasm to improve the plant products. 

With such a wide subject range the author concentrates 
on a broad review rather than on detailed aspects available 
in more specialized articles. The first-hand acquaintance of 
the crop gained by him during his two-year stay in the 
country was widely used in preparing the article, as well 
as available literature and the information on more recent 
developments furnished by correspondents actually engaged 
in work with Ethiopian coffees. 





Here’s an instant made of Real Coffee and 
nothing else! Only full-roasted sweet drinking 
coffees are used, in a full-flavored and aromatic 
blend. East Coast Instant is rich, heavy bodied, 
fragrant. Our special clarification process re- 
moves all fats and oils. This gives extra long 
flavor life to this remarkable product. 


East Coast Instant is the result of 60 years 
coffee experience. You know that if it is East 
Coast, you can rely on it! 


601 West 26th St. 
Tel.: BOwling Green 9-0050 





ONLY QUALITY ASSURES LEADERSHIP! 


There is no finer instant than East Coast Private Label! 


Cast Coast Coffee Corp. 


No matter what private label brand you may 
now be using, it will pay you to test East Coast 
in comparison with it. Even coffees selling at 
a much higher price. For it’s an open secret in 
New York’s coffee district that East Coast has 
developed one of the finest instants to reach 
the market yet. 


Everyone we know that’s tried it, wanted to 
buy it! Send for your sample today and see 
what is causing such a flurry of excitement in 
the New York market. 


New York 1, N. Y. 
Cable Address: NATHORCOF, N.Y. 
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What’s ahead in packaging materials? 





At no point in history has there been greater emphasis 
on research and development in packaging, according to 
J. M. Heinen, Jr., manager of package engineering, Metal 
Research and Development, Continental Can Co, at the 
Packaging Institute's recent forum in Chicago. 

"This concerted effort cannot help but yield many tech- 
nological advances in food processing, development of new 
products and introduction of new packaging ideas . . . all 
of which will have a marked effect on tomorrow's packaging 
of foods,” said Mr. Heinen. 

Among the food packaging developments Mr. Heinen 
foresees are: 

In metals: Plate weight reductions and lower tin coatings, 
improved lining materials, high strength adhesives, im- 
proved manufacturing methods and new structures. This 
should enable metal cans to maintain their competitive 
position, costwise—despite rising costs of labor and ma- 
terials—and without sacrificing performance characteristics. 
Economics appear to be the major deterrent as regards alu- 
minum cans, but as price becomes more competitive, alu- 
minimum cans will command greater attention in the food 
packaging field. 

In glass: Further progress in light weighting, container 
design and manufacturing methods to enable substantial 


weight reductions without affecting impact resistance and 
end use. Improvements in filling, capping, conveying and 
processing equipment as well as in packaging and shipping 
methods can effect further changes in this direction. Im- 
provements in surface coatings (to minimize damage) and 
in crowns and closures have already meant improved con- 
tainer performance and functionality from both the packer’s 
and consumer's viewpoint. 

In pulp and paper: Solving of many of the fundamenal 
problems regarding identification and measurement of 
stresses and strains imposed during processing, handling, and 
shipment as well as information on materials characteristics 
during converting. This should provide further improve- 
ments in performance characteristics and greater adaptability 
of this material, 

In plastics: New materials developments and modifications 
coupled with improved laminating materials and techniques. 
This will further extend the use of plastics in the flexible 
packaging field. Engineering advances in thermoformed 
sheet conversion, molding and extrusion, will help reduce 
costs of rigid plastic containers, making them more compe- 
titive in food packaging. 

“In essence,’ Mr. Heinen pointed out, ‘‘successful pack- 

(Continued on page 60) 
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making instant 
coffee at Nestle’s 
Freehold, N. J., plant 





The Nestié Co. normally imports via the Port of 
New York al! of the coffee used in making Nescafé 
instant coffee at its modern plant in Freehold, N. J. 
Green coffee moves from piers in the New York- 
New Jersey Port to the Freehold plant by truck or 
rail and is then processed to form instant coffee. 
The initial process is familiar—blending for proper 
flavor and ae . toasting and grinding. Then come 
the instant pone stages: Srewing in giant perco- 
lators called extractors, spraying into drying cham- 
bers with air at a very high temperature, which 
evaporates the water almost instantly, leaving a 
fine powder—the instant coffee. After the Nescafé 
is cooled, it is ready to be packed in jars. At the 
right are the hopperlike lower portions of the dry- 
ing chambers. From the chambers, the coffee 
powder goes into the horizontal cylinders, rotating 
and water-cooled, where the powder is cooled. 
Illustrations courtesy Via Port of New York, pub- 
lished by the Port of New York Authority. 












continued => 


Green coffee imported through the Port of New York from Bags of coffee, in the specific proportions required for the 
many countries around the world is brought into Nestlé's special blend from which the product is made, are dumped 
= at Freehold, N. J., by truck or rail. Bags (below) are through a grating (below). A screw conveyor partially mixes 

ing unloaded from a truck into the warehouse. Product the beans as they move to a machine which mixes them into a 
control begins even before the green coffee reaches the homogeneous blend. Blending is the highly important first step 
plant. When the beans arrive at the Port of New York, in the making of Nescafé instant coffee. Instant coffee has had 
sample batches are blended, roasted and brewed by experts. a@ phenomenal growth in the United States market, especially 
The coffee is then sampled by experienced, professional a g housewives. 





tasters—aill this before the coffee is shipped to the plant. 
More coffee moves through New York than any other port. 
Nestlé is one of the leading producers of instant coffee. 
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After mixing, the green coffee goes through an air cleaner which 
removes most of the chaff, and then into storage bins. It is 
withdrawn from the bins as required for roasting. Pictured above 
is a roaster and cooler. A plant employee is taking out a sample 
of the coffee from the cooler for testing. The roast must be care- 
Through 
this stage and the grinding, the production process is not unlike 


fully controlled to insure uniformity of the product. 


procedures in the roasting and packing of regular coffee. It is 
estimated that the instant type of coffee now accounts for about 
30% of all retail coffee sales in the country. 


making instant coffee at Nestle’s Freehold, N. J., plant 





A sample of a roast (below) is color tested by comparison with 
control samples. The roast is ground in the small grinder at the 
extreme left. If the color of the sample meets the standard, the 
coffee has been properly roasted. After another air cleaning, 
the beans are ground. A grinder is visible in the background. 
Then a concentrated coffee liquor is made in three-story-high 
extractors, which work on the principle of a household coffee 
percolator. This extraction process is the first step in the in- 
stant coffee manufacture, as distinct from regular roasting and 


grinding. It is preliminary to the drying stage. 
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Above: Part of the jar-filling line at the Nescafé plant. Jars are 
filled, sealed, capped, labeled and given an identifying batch 
mark automatically. The employee at the left is putting a sup- 
ply of metal caps for the jars into a hopper above the auto- 
matic capping machine. Product control is continuous, at many 
stages. In addition to sampling before the coffee reaches the 
plant, and during the roasting, chemists at the plant make 
analyses and expert tasters check sample brews to insure uni- 
formity of the product and its flavor. The Freehold, N. J., plant 
is a modern, attractive building. 


The checking goes beyond the product to the packaging, as well. 
To make sure that the filling machines are working properly, an 
employee (below) picks filled jars off the conveyor line and 
checks the weight of their contents. A company spokesman 
emphasizes that there's no substitute for the top grades of green 
beans to produce a good instant coffee. 


contined ==> 
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making instant coffee at Nestle’s Freehold, N. J., plant 


At the opposite end of the plant from the green coffee warehouse 
is another warehouse, for the storage of the finished Nescafé. 
A fork-lift truck (below) picks a pallet load of filled cartons 
off a tier for shipment to a distributor. 


Even filling of cartons in which jars of Nescafé are shipped is 
semi-automatic in the highly mechanized Nescafé plant. Above: 
an employee takes empty cartons from the conveyor at the left, 
places them in the filling mechine and pulls a lever. The machine 
does the rest. The cartons are then put on another conveyor, 
where they are sealed and the identifying batch mark put on. 
The company points out that ‘there's nothing in the manufactur- 
ing process that could possibly disguise the flavor of whatever 
beans are used, since there is no ingredient in instant coffee 
excep? coffee itself.” 
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Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Abbreviations for ports 
Ai—Ailantic ports 
Ba—Baltimore 
Bo—Boston 


Hellenic—Hellente Lines Lid. 
Hol-Int—Holland-Interamerica Line 
Independence. Independence Line 


Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule lsthmian—I;sthmian Lines, Ine. 


Abbreviations for lines 
Abl Trans Car—Abimann Trans Carib- 
bean Line 
Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Line 
Am-Pres—American President Lines 
Arg-State—Argentine State Line 
Am-W Ajfr—American-W est African Line 
B-Ajfr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W Ajr—Barber-West African Line 
Bl-Dia—Black Diamond Steamship Co. 
Brodin—-Brodin Line 
Col—Columbas Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Dreyfus—Dreyfus Lines 
Ell.Buck—Ellerman & Bucknell S.S. Co. 
Farrell—-Farrell Lines 
Grace—-Grace Line 
Granco—Transportadora Gran 
Colombiana, Lida. 
Gulf—Gulf & South American Steamship 
Co., Inc. 


SAILS SHIP 


ABIDJAN 


12/14 Afr Dawn Farrell NY12/29 
12/15 Ferngrove Am-WAf; USA1/15 
12/26 Del Monte Delta NO1/12 
12/28 Afr Pilgrim Farreli = NY1/12 
1/5 Libreville Am-WAfr USA1/30 
1/15 Afr Glen Farreli NY1/30 
1/16 Del Sol Delta NO2/2 
1/20 Tatra Am-WAfr USA2/15 
1/29 Afr Sun Farreli =NY2/12 
1/30 Tana Am-WAfr USA2/28 
2/6 ‘Del Alba Delta NF2/23 
2/10 Afr Grove Farrell NY2/25 
2/27 Afr Dawn Farrell NY3/14 


ACAJUTLA 
12/29 A steamer UFruit Cr*1/2 NY1/10 


ANGRA DOS REIS 


12/11 Del Rio Delta NO012/29 Hol/3 
12/26 Del Aires Delta NO1/13 Hol/18 


12/31 Nordanger Wes-Lar LAl1/29 SF2/1 Po2/7 Se2/9 Va2/10 


1/2 Del Santos Delta NO1/20 Hol/25 
1/15 Del Oro Delta NO2/2 Ho2/7 
1/29 Del Viento Delta NO02/16 Ho2/21 
BARRANQUILLA 

12/13 Choluteca UFmit NY12/22 
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JavPac—JavaPacific Line 
Lawes—Lawes Shipping Co., Ine. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc. 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Inc. 


R Neth—Royal Netherland Steamship Co. 


Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague-—Sprague Steamship Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 

W’ es-Lar—Westfal Larsen Co. Line 
Yamashita—Y amashita Line 


COFFEE BERTHS 


SAILS SHIP 


12/18 Candida 
12/30 Loviand 
1/2. Marna 
1/12 Choluteca 
1/16 Candida 


BARRIOS 


12/10 Jytte Skou UFruit 
12/14 Christiane UF mit 
12/16 Arctic Tern UF rit 
12/20 Lempa UFruit 
12/23 Trotieggen UFruit 
12/28 Leon UFruit 
12/29 Jytte Skou UFruit 
1/4 —s Christiane UFruit 
1/5 _— Arctic Tern UFruit 
1/11 Lempa UFruit 
1/12 Trolleggen UFruit 
1/18 Leon UFmit 
1/19 Jytte Skow UF ruit 
1/25 Christiane UFruit 
1/26 Arctic Tern UF ruit 


BUENAVENTURA 


12/10 Santa Ines Grace 
12/10 Cd. de Cuenca Granco 
12/12 Shipper Guif 
12/12 Manuel Mejia Granco 
12/14 Cd. de ManizalesGranco 
12/22 Cd. de Cali Granco 


CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roaus 
]x—Jacksonville 
LA—Los Angeles 
Mi—Montreal 
Mo—WMobile 
NO—New Orleans 
NY-—New York 
Nf—Norfolk 

Ae een News 
Pa—Philadelphia 
Po—Portland 
PS—Puget Souns 
Sa—Savannan 
SD—San Diego 
SF—San Francisco 
Se—Seattle 

St. Jo—Saint Jobn 
Ta—Tacoma 

Va—V ancouver 


DUE 


Hol2/24 NO12/26 
NY1/6 

Hol/S NO1/10 
NY1/19 

Hol/22 NO1/24 


NY12/17 
Hol2/18 NO12/21 
WY12/23 
Hol2/24 NO12/26 
NY12/30 

Hol/1 NO1/4 
NY1L/5 

Hol/S NO1/10 
NY1/11 

Hol/15 NO1/17 
NY1/18 

Hol/22 NO1/24 
NY1/25 

Hol/29 NO1/31 
NY2/1 


WY12/18 Bal2/21 
LA12/25 SF12/29 
Hol2/20 NO12/24 
WY12/21 Pal2/18 Bal2/20 
NO12/28 

Hol/3 NO1/7 





SAILS SHIP 


12/23 Banker 
1/4_~—s Farmer 


CORTES 


12/11 Jytte Skou 

12/11 Christiane 
17 Arctic Tern 
7 Lempa 


UF rit 
UFruit 
UF ruit 
UFruit 


DUE 


Hol2/30 NO1/6 
Hol/12 NO1/17 


NY12/17 
Hol2/18 NO12/21 
NY12/23 
Hol2/24 NO12/26 
Hol/l NO1/4 


SAILS SHIP 
DJIBOUTI 


1/12 ‘Friesland 
2/4 = Samarinda 
2/28 Lombok 


DOUALA 
12/10 Ferngrove 


12/30 Libreville 
1/6 Afr Glen 


Nediloyd NY2/2 LA2/2] SF2/25 Po2/28 Se3/8 Va3/11 
Nedlloyd NY2/27 LA3/18 SF3/22 Po3/29 Se4/2 Va4s/5 
Nediloys NY3/23 LA4/11 SF4/15 Po4/22 Se4/26 Va4/29 


Am-WAfr USA1/15 
Am-WAfr USA1/30 
Farrell NY1/30 


> Leon UF ruit 
+ Trotleggen UFruit NY12/30 1/15 Tatra Am-WAfr USA2/15 
dytte Skou UFnit NY1/5 
: 1/18 Afr Sua Farrell = NY2/12 
. Christiane UF ruit Hol/8S NO1/10 F 
1/25 Tana Am-WAfr USA2/28 
Arctic Tern UFruit NY1/11 
2/1 Afr Grove Farrelt NY2/25 
— ee ee 2/16 AfrDawn Farrell, | NY3/14 
Trolleggen UFruit NY1/18 
Leon UFruit Hol/22 NO1/24 
dytte Skou UFruit NY1/25 
Christiane UFruit Hol/29 NO1/31 


EL SALVADOR 


12/15 Cd. de Cuenca Granco 1LA12/25 SF12/29 

12/21 Washington French LAL/1 SF1/4 Val/8 Sel/11 Pol/12 

CRISTOBAL 12/25 P. Toscanelii ttaliazn 1A12/30 SF1/3 Val/8 $e1/13 Pol/15 
12/30 Santa Flavia Grace LAL/6 SF1/9 PS1/14 

12/15 Jersbek UFruit N012/20 1/15 Chili French &A1/25 SF1/28 Va2/6 Se2/6 Po2/8 

12/15 Candida UFmit Hol2/24 N012/26 1/20 A. Volta Italian LA1/27 SF1/30 Va2/3 Se2/8 Po2/12 


12/30 Marna UFmit Hol/8 NO1/10 
1/3 A steamer UF ruit NY1/10 


1/13 Candida UFruit Hol/22 NO1,24 GUATEMALA 


15 Santa Fe Grace LA12/23 SF12/24 PS12/30 
16 Cd. deCuenca Granco 1Al12/25 SF12/29 

2/24 P. Toscanelli italian 1LA12/30 SF1/3 Val/S Sel/13 Pol/15 
26 Washington French ‘LA1/1 SF1/4 Val/8 Sel/11 Pol/12 
31 Santa Flavia Grace LA1/6 SF1/9 PS1/14 

1/15 Chili French LA1/25 SF1/28 Va2/2 Se2/6 Po2/8 


DAR es SALAAM 


12/15 Afr Lightning ‘Farrel Bol/10 NY1/12 
12/17 Elizabeth Lykes Gulfl/19 
9 Afr Rainbow Farrel| Bol/26 NY1/27 
Friesland Nediloyd NY2/2 LA2/21 SF2/25 Po2/28 Se3/8 Va3/11 
Afr Pianet Farrell Bo2/24 NY2/25 
Samarinda Nediloyd NY2/4 LA3/18 SF3/22 Po3/29 Se4/2 Va4/5 
Afr Moon Farrell 803/14 NY3/15 
Lombck Nediloyd NY3/23 LAI/11 SF4/15 Po4/22 Se4/26 Va4/29 


atic aiaiaiincs adie ane 


GUAYAQUIL 


12/20 Cd. de Cali Granco NO1/7 


a 


Christmas Greetings 


and 


Best CHlishes tor tre Mew Dear 


MISSISSIPPI SHIPPING COMPANY, INC. « NEW ORLEANS 


Chicago — 140 S. Clark St. 
Washington, D. C.— 1625 "K" St., N. W. 


New York — 17 Battery Place 
St. Louis — 411 North 7th St. 
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COFFEE & TEA INDUSTRIES and The Flavor Field 
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SAILS SHIP 


12/10 Jersbek 
12/27 A steamer 





LA UNION 


12/24 A steamer 


LIMON 


12/10 Choluteca 
12/13 Candida 
12/27 Loviand 
ad 12/20 Marna 
1/8 Choluteca 
1/11 Candida 


4 LOBITO 


12/22 Tervaete 


LUANDA 


12/13 Del Monte 
12/15 Afr Pilgrim 
12/31 Tervaete 
1/3 Det Sol 
1/4 Afr Glen 
1/17 Afr Sun 
1/24 Del Alba 
1/29 Afr Grove 
2/15 Afr Dowa 


MATADI 


12/10 Del Monte 
12/11 Tervaete 
12/18 Afr Pilgrim 
12/31 Dei Sot 
1/6 Afr Glen 
1/18 Afr Sun 
1/21 Dei Atha 
2/1 Afr Grove 
2/16 Af Dawn 


MOMBASA 


12/14 Afr Lightning 
12/22 Elizabeth 
12/28 Afr Rainbow 
1/7 Friestand 
1/23 Afr Planet 
30 Samarinda 
12 Afr Moon 
23 Lombok 





12/12 Santa Fe 








12/10 Santa Rosa 
12/10 Withelmina 
12/10 Barbara 
12/11 Mormacyork 
12/12 Mormaciand 
12/12 Canada 
12/15 Sagoland 
12/15 Del Sud 
12/16 Mormacteal 
12/20 Del Aires 
12/21 Venezuela 
12/21 Cap Corrientes 
12/22 Paraguai 
12/22 Farida 
12/24 Nordanger 
12/24 Appingedyk 
12/24 Mormacwren 
12/26 Itajai 












DECEMBER, 


NICARAGUA 





PARANAGUA 


LINE 


LA LIBERTAD 


UFruit 
UFruit 


UF ruit 


UF uit 
UFruit 
UF uit 
UFruit 
UFruit 
UF ruit 


B- Afr 


Deita 
Fariel 
B- Afr 
Deita 
Farrel 
Farrel 
Dei 
Farrell 
Farrell 


Delta 
B- Afr 
Farretl 
Delta 
Farreti 
Farrell 
Deita 
Farrell 
Farrel! 


Farrell 
Lykes 
Farrel! 
Nedlloyd 
Farrell 
Nedlloyd 
Farrel! 
Nediloyd 


Grace 


Cr12/15 012/20 
Cr°1/2 NY1/10 


Cr*71/2 NY1/10 


NY12/22 

Hol2/24 NO12/26 
NY1/6 

Hol/8 NO1/10 
NY1/19 

Hol/22 NO1/24 


NY3/14 


NY1/12 

Gulf1/19 

NY1/27 

NY2/2 LA2 ‘21 SF2/25 Po2/25 Se3/8 Va3/11 
NY2/25 

NY2/27 LA3/18 SF3/22 Po3/29 Se4/2 Va4/5 
NY3/15 

NY3/23 LA4/11 SF4/15 Pod/22 Se4/26 Va4/29 


LA12/23 SF12/24 PS12/30 





NY12/29 Pal2/31 Bal/3 Bol/5 St.Jol/6 
NY12/30 Bol/2 Pal/4 Bal/6 

NY12/30 Bol/1 HR1/4 Bal/9 Pal/13 
Nfl/3 Bal/4 Pal/6 NY1/7 Bol/10 Hal/1l 
LA1/13 SF1/16 Val/20 Sel/27 Pol/30 

NY1/1 

Bal/3 NY1/5 Pal/7 Bol/9 St.Jo1/10 

NO12/31 Hol/5 

NY1/3 Bol/6 Pal/S Bal/10 

NO1/13 Hol/18 

NO1/11 Hol/17 

NY1/6 Bol/9 Pal/11 Bal/12 

NY1/10 

NY1/13 Bol/15 Pal/17 Bal/20 

LA1/29 SF2/1 Po2/7 Se2/9 Va2/10 

NY1/13 Bol/15 HR1/18 Bal/23 Pal/27 
Jx1/14 NY1/18 Bol/21 Pal/23 8a1/25 Nf1/26 
Bal/14 NY1/16 Pal/18 Bol/20 St.Jol/21 
LA1/27 SF1/30 Va2/3 Se2/11 Po2/14 












Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 













Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 











> Bringing North and South America nearer hk other, LLOYD : 
: BRASILEIRO makes the Good Neighbor a Close Neighbor. = 






sees agar be eMnNT NEEL EE ean CORDA ote SeUNDY eaters ete) Or 


NEW YORK NEW ORLEANS 
17 Battery Place Queen & Crescent Bidg. 






























stio COLUMBUS 
line 












































BUENOS AIRES, MONTEVID 
PARANAGUA, SANTOS, RIO 


COLUMBUS LINE, INC. 


26 Broadway, New York 4, N. Y. 
WH 4-0825 





































SAILS SHIP LINE DUE 
12/29 Del Santos Deita NO1/20 Hol/25 


MO ORE-M ORMAChK 1/1 Burg Sparrenbery Cot NY1/20 Pal/22 Bal/24 Bol/25 St.Jol/26 
1/2 Haiti Lloyd NY1/22 
. 1/2 Santa Catarina Col —-—«NY1/23 Pal/24 Bal/26 Bol/28 St.Jol/29 
Vtpoth 1/3 Mormacdove  Mormac NY1/22 Bal/24 Bol/25 Pal/27 
1/6 Del Mar Delta NO1/22 Hol/27 


1/7 = Mormacwave Mormac Bal/26 Pal/28 NY1/29 Bol/31 Ha2/1 
1/10 Mormacguif Mormac 1A2/10 SF2/14 Va2/18 Se2/24 Po2/27 


AMERICAN FLAG SHIPS 1/12 Mormacswan —Marmac _NY1/31 Ba2/1 Pa2/3 Ba2/5 Wf2/6 


1/12 Cuba Lioyt = NY2/1 
* 1/12 Del Oro Delta NO2/2 Ho2/7 
Freight & Passenger Service 1/13 CapCastillo Col NY1/31 Bo2/3 Pa2/5 Ba2/7 
1/18 Cap Frio Col NY2/4 Pa2/6 Ba2/8 Bo2/10 St.Jo2/11 
1/19 Del Norte Delta NO02/4 Ho2/9 
1/21. Honduras Lloyd = NO2/11 Ho2/18 . 
REGULAR SAILINGS BETWEEN: 1/22 Pom Leys BY2/2 
1/24 Del Viento Delta NO2/16 Ho2/21 


Del Sud Delia NO2/18 Ho2/23 


East Coast United States and Canadian ports and “ 
TRINIDAD ¢ BARBADOS e BRASIL 
RIO de JANEIRO 
URUGUAY ® ARGENTINA 12/12 Evanger Wes-Lar LA1/6 SF1/8 Pol/15 Sel/18 Val/20 


12/12 Brasil Mormac NY12/23 


West Coast United States and Canadian ports and 12/12 Del Rio Delta NO12/29 Hol/3 


Col NY12/29 Pal2/31 Bal/3 Bol/5 St.Jol/6 


CANAL ZONE e COLOMBIA aves aa Hol-Int NY12/30 Bol/1 HR1/4 Bal/9 Pal/13 


Nfl/3 Bal/4 Pal/6 NY1/7 Bol/10 Hal/11 


VENEZUELA e TRINIDAD e BRASIL aeat Gee ont NY1/1 
URUGUAY e¢ ARGENTINA say med sel rie pg pk Bol/9 St.Jol/10 


12/23 Mormacteal Mormac NY1/3 Bol/6 Pal/S Bal/10 


United States East Coast ports to 12/24 Cap Corrientes Col | NY1/6 Bol/9 Pal/11 8a1/12 


12/25 Mormacrey Mormac 1Al1/27 SF1/30 Va2/S Se2/11 Po2/14 


Ports of South and East Africa and 12/26 Venezuela Lloyd. ~—-NO1/11 ‘Hol/17 


12/27 Del Aires Lioye NY1/10 


the Indian Ocean Islands 12/27 Paraguai Delta NO1/13 Hol/18 


12/23 Appingedyk Hol-int NY1/13 Bol/15 HR1/18 Bal /23 Pal/27 


5 BR 12/30 Itajai Brodin Bal/14 NY1/16 Pal/18 Bol/20 St.Jol/20 
OADWAY NEW YORK 4, N. Y. 12/31 Mormacwren Mormac Jxl/14 NY1/18 Bol/21 Pal/23 Bal/25 
Offices in Principal Cities of the World 1/2 Argentina Mormac NY1/13 


1/3 Del Santos Deita NO1/20 Hol/25 

1/4 Nordanger Wes-Lar LAl/29 SF2/1 Po2/7 Se2/9 Va2/10 

1/5 Burg SparrenbergCo! NY1/20 Pal/22 Bal/24 Bel/25 St.Jol/26 
1/6 Mormacguif Mormac LA2/10 SF2/14 Va2/18 Se2/24 Po2/27 
1/7 = Mormacdove Mormac NY1/22 Bal/24 Bol/25 Pal/27 




















e 
ship that 1/7 Haiti Lioyé = NY1/22 . 
ee 9 1/9 Del Mar Delta. NO1/22 Hol/27 
extra cup of 1/11 Mormacwave  Mormac 8al/26 Pal/28 NY1/29 Bol/31 Ha2/1 
1/16 Cap Castillo Col NY1/31 Bo2/3 Pa2/5 Ba2/7 
1/16 Mormacswan  Mormac NY1/31 Bo2/1 Pa2/3 Ba2/5 Nf2/6 
1/16 Del Oro Delta NO2/2 Ho2/7 
1/17 Cuba Lioyd = NY2/1 
1/21 Cap Frio Col NY2/4 Pa2/6 Ba2/8 Bo2/10 St.Jo2/11 
1/22 Del Norte Delta NO2/4 Ho02/9 
1/26 Honduras Lioyd ——-NO2/11_-Ho2/18 
1/27 Peru Lioyé = NY2/11 
1/30 Del Viento Delta  NO2/16 Ho2/21 
2/5 Del Sud Delta NO2/18 Ho2/23 
SANTOS 
12/10 Del Rio Delta  NO12/29 Hol/3 
12/10 Santa Rosa Col NY12/29 Pal2/31 Bal/3 Bol/5 St.Jol/6 
12/11 Brasil Mormac NY12/23 
12/12 Wilhelmina Norton §Y12/30 Bol/2 Pal/4 Bal/6é 
12/13 Barbara Hol-int NY12/30 Bol/1 HR1/4 Bal/9 Pal/13 
12/15 Mormacyork | Mormac WNf1/3 Sal/4 Pal/6 NY1/7 Bol/10 Hal/11 
12/16 Canada Lioyd = NY1/1 
ra 12/17 Mormaciand | Mormac LA1/13 SF1/16 Val/20 Se2/27 Pol/30 
12/17 Sagoland Brodin Bal/3 NY1/5 Pal/7 Bol/9 St.Jol/10 
Expert Handling of OFFEES 12/17 Del Sud Deita NO12/31 Hol/S 
12/19 Mormacteal Mormac NY1/3 Bol/6 Pal/8 Bal/10 
12/23 Cap Corrientes Col NY1/6 Bol/9 Pal/11 Bal/12 
12/24 Del Aires Delta NO1/13 Hol/18 
oon, 12/24 Farida Norton NY1/13 Bol/15 Pal/17 Bal/20 
ee 4 GARCI A Bue 12/26 Paraguai Wert wYI/10 : 
, 12/26 Venezuela Lloyd NO1/11 Hol/1 
e, > Wi 2 regularly scheduled sailings | 12/27 appingedyk —-Hol-int_ NY1/13 Bol/15 HR1/18 Bal/23 Pal/27 
“Cuma ano 12/29 Itajai Brodin Bal/14 NY1/16 Pal/18 Bol/20 St.Jol/21 
MEXICO ana CUBA 12/30 Mormacwren  Mormac Jx1/14 NY1/18 Bol/21 Pal/23 Bal/25 Nfl/26 
Vf, . 12/30 Nordanger Wes-Lar LA1/29 SF2/1 Po2/7 Se2/9 Va2/10 
lard. ° 12/31 Mormacrey Mormac A1/27 $F1/30 Va2/3 Se2/11 Po2/14 
~U LQ/UCLE CORPORATION General Agents} 12/31 Del Santos Delta. «=—«NO1/20 Hol/25 
: 1/1 Argentina Mormac NY1/13 
PIER 34 NORTH RIVER New York 13, N.Y. WAtkins 4-4000 1/5 Santa Catarina Col NY1/23 Pal/24 Bal/26 Bol/28 St.Jol/29 











56 COFFEE & TEA INDUSTRIES and The Fiavor Field 





SAILS SHIP LINE DUE 


1/5 Burg SparrenbergCol NY1/20 Pal/22 Bal/24 801/25 St.Jol/26 
1/6 Haiti Lloyd NY1/22 FOR 


6 a 
Wwe Sa ae | FAST DEPENDABLE DELIVERY 


1/10 Mormacwave Mormac 6al/26 Pal/28 NY1/29 Bol/31 Ha2/1 ss 
1/14 Del Oro Delta  NO2/2 Ho2/7 ... of your mild coffees 


1/14 Mormacguif | Mormac LA2/10 SF2/14 Va2/18 $e2/24 P02/27 : 
1/15 Cap Castillo Col NY1/31 Bo2/3 Pa2/5 Ba2/7 to United States markets . . . rely on 


1/15 Mormacswan Mormac 1/31 Bo2/1 Pa2/3 Bs2/5 Ni2/6 i 

im Som UNITED FRUIT 
1/20 Cap Frio Col NY2/4 Pa2/6 Ba2/8 Bo2/10 St.Jo2/11 | 

1/21 Del Norte Delta NO2/4 Ho2/9 


1/26 Honduras Delta N02/4 Ho2/18 
1/26 Pew Lioyd = NY2/11 @ 





1/28 Del Viento Deita NO2/16 Ho2/21 


2/4 Det Sud Delta 02/18 Ho2/23 C a 


TANGA 
Regular Sailings between 


12/14 Afr Lightning Farrell NY1/12 











12/28 Afr Rainbow Farrell §=NY1/27 
1/3“ Friesiand Nedtloyd NY2/2 LA2/21 SF2/25 Po2/28 Se3/8 Va3/11 GUATEMALA NICARAGUA 


1/23 Afr Planet Farrell NY2/25 EL SALVADOR COSTA RICA 


1/26 Samarinda Nediloyd NY2/27 LA3/18 SF3/22 Po3/29 Se4/2 Va4/5 


2/2 Air Moen Fall RY3/I15 | HONDURAS COLOMBIA 


2/19 Lombok Nedlloyd NY3/23 LA4/11 SF4/15 Po4/22 Se4/26 Vad/29 j 


12/14 Del Rie Delta NO12/29 Hol/3 
12/27 Venezuela Lioyd NO1/11 Hol/17 
12/29 Del Aires Delta NO1/13 Hol/18 
1/5 Det Santos Delta NO1/20 Hol/25 
1/18 Del Ore Delta NO2/2 Ho2/7 

2/1 = Del Viento Delta NO2/16 Hoe2/21 
1/27 Honduras Lioyd NO2/11 Ho2/18 


* Accepts freight for Atiantic and Gulf ports, with transshipment at Cristobal, C.Z. 


vICTORIA : | NEW YORK - NEW ORLEANS - HOUSTON f 





TEA BERTHS 





CALCUTTA 


12/10 Exhibitor Am-Exp NY1/16 Bol/19 Pal/21 WR1/23 Bal/25 
12/22 Exchange Am-Exp NY1/29 Bo2/3 Pa2/4 HR2/6 Ba2/8 
12/28 Steel Navigator Isthmian NY2/2 NO2/9 

1/8 = Bengalen JavPac = SF2/9 LA2/14 Po2/30 Se3/3 Va3/8 

1/$ = Steel King Isthmian NO02/16 

1/29 Steel Traveler isthmian NY3/1 NO3/8 


COCHIN 


12/13 Monroe Am-Pres NY1/18 Bol/23 HR1/26 SF2/14 

12/15 Steeimaker Isthmian NO1/17 

12/17 Steel Executive Isthmian Bol/15 NY1/16 

12/21 Exhibitor Am-Exp NYY1/16 801/19 Pal/21 HR1/23 Bal/25 

12/30 Drake Kerr NY2/2 

12/30 Exchange Am-Exp NY1/29 Bo2/3 Pa2/5 HR2/6 Ba2/8 

1/2 Hayes Am-Pres N'Y2/4 Bo2/8 Pa2/10 Ba2/11 HR2/12 LA2/26 

SF3/1 

1/3 Steel Rover istmian Bol/30 NY1/31 

1/4 Steel Navigator Isthmian NY2/2 NO2/9 

1/10 Lone Star Am-Pres NY2/13 Bo2/18 Pa2/20 Ba2/21 HR2/23 LA3/10 
Mariner SF3/13 

1/16 Steel King Isthmian NO02/16 

1/17 Steel Scientist Isthmian Bo2/14 NY2/15 

1/29 Steet Flyer Isthmian Bo2/25 NY2/26 


1/30 Coolidge Am-Pres NY3/S 803/9 Pa3/11 Be3/12 HR3/13 LA3/27 y°?? 
oo | Mm Ol et — a, [ee 


1/31 Steel Traveler itsthmian NY3/1 NO3/8 
2/7 Polk Am-Pres NY3/15 Bo3/20 HR3/23 SF4/11 
2/14 Steel Admirai Isthmian Bo3/13 NY3/14 


2/21 Jackson Am-Pres NY3/27 Bo4/1 Pad/3 Ba4/4 HR4/6 oa " | WEEKLY DIRECT SERVICE to NEW YORK from — 
COLOMBO Santo Tomas ¢ Puerto Barrios ¢ Puerto Cortez 


12/10 Monroe NY1/18 Bol/23 HR1/26 SF2/14 El Salvador (via Puerto Barries) ¢ Belize 
12/14 Mandagala Bol/15 NY1/17 Pal/20 Nf1/22 Bal/25 


poe ae lng a sd | MAMENIC INTERNATIONAL CORPORATION Agents 


12/15 Steel Executive Isthmian Bol/15 NY1/16 i 
12/16 Exhibitor Am-Exp NY1/16 801/19 Pal/21 WR1/23 Bal/25 26 Broadway New York 4, N.Y. Tel: WHitehall 3-9020 
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NOPAL LINE 


The Northern Pan-America Line A/S 


Oslo 
Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
WHitehall 3-1572 


New Orleans—Bieh! & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bidg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bidg. 
Detroit—F. C. MacFarlane, 945 Free Press Bidg. 
Santos/Rio—Agencia de Vepores Grieg S/A 


Paranaguo—tTransparana itda. 


Buenos Aires—International Freighting Corporation, Inc. 





SAILS 





SHIP 


12/21 Peter 
12/28 Drake 
12 28 Exchange 
12/24 Wenosobo 
12/31 Hayes 


1/1 _— Steel Rover 
1/2 = Steel Navigator 
1/7 Lica 

1/8 = Mariner 


1/15 Steel King 

15 Steel Scientist 
21 Olga 

(27 Steel Flyer 
28 Coolidge 


ee 


30 Steel Traveler 
4 Polk 

Luna 

12 Steel Admiral 
19 Jackson 


NNN Ne 
~ 


N 


20 Leda 


DJAKARTA 


12/15 Steel Rover 
12/17 Taft 

12/18 Lica 

12 28 Steet Scientist 
12/29 Grant 

Steel Flyer 
16 McKinley 

18 Luna 

25 Steel Admiral 
Jefferson 

15 Pierce 

28 Tyler 














ines. 





a ae ; : AGENCIA de 
SERVICE TO =| varores cries s/a 

peepee Rio de Janeiro 
TRADE — Praca de Republica, 46 











Saeed 





DJIBOUTI 


2/2 Mandagala 
2/27 Steel Executive 
2/28 Exhibitor 

9 Exchange 
ll Steel Rover 
12. Drake 

5 Steel Navigator 
25 Steel Scientist 
6 = Steel Flyer 

‘9 Steet Traveler 
22 Stee! Admiral 


HONG KONG 


12/12 Wilson 
12/13 Harding 
12/14 Mill 
12/18 Effie 
12/19 Johnson 
| 12/21 Lone Star 
Mariner 
12/21 Fillmore 













COFFEE 


Where you want it... when you want it... 


% Your coffee arrives in perfect condition shipped Argentine 

13 days from Santos, 12 from Rio to our 
modern terminal, Pier 25, North River, New York 

% Fast modern freighters plus 3 new passenger liners serve 

immaculate holds, 

skilled handling by experienced crews eliminate damage 


State Line .. . 


the East Coast of South America... 


or flavor contamination. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell Inc., General Agents 
24 State St., New York 4, BO 9-5660 









| 1/3 Chastine 
Coolidge 
Nicoline 
1/19 Polk 
21 Grant 
/1 = Jackson 
3 


~ 
~ 
o 












Johannes 





3 Garfield 
8 Marit 
2 
7 









Jefferson 
Adams 













12/16 Wilson 
12/18 Moor 
12/24 Johnson 
12/25 Effie 
12/25 Mill 
1/5 — Cleveland 


COFFEE & FEA 

























LINE 


Maersk 
Kerr 
Am- Exp 
JavPac 
Am- Pres 


Isthmian 
Isthmian 
Moersk 

Am- Pres 


Isthmian 
Isthmian 
Maersk 

Isthmian 
Am- Pres 


Isthmian 
Am- Pres 
Maersk 

Isthmian 
Am- Pres 


Maersk 


Isthmian 
Am- Pres 
Maersk 

Iisthmia’ 
Am- Pres 
Isthmian 
Am- Pres 
Maersk 

Isthmian 
Am- Pres 
Am- Pres 
Am- Pres 





Cunard 
Isthmian 
Am-Exp 
Am- Exp 
Isthmian 
Ker: 

Isthmian 
Isthmian 
isthmian 
Isthmian 
Isthmian 


Am- Pres 











Out 


Hal/15 NY1Y/18 

NY2/2 

NY1/29 Bo2/3 Pa2/4 HR2/6 Ba2/8 
LA2/5 SF2/10 Po2/16 Se2/19 Va2/23 


NY2/4 Bo2/8 Pa2/10 Ba2/11 HR2/12 LA2/26 
SF3/1 

Bol/30 NY1/31 

NY2/2 NO2/9 

NY2/3 Ha2/18 

NY2/13 Bo2/18 Pa2/20 Ba2/21 HR2/23 LA3/10 
$F3/13 

N02/16 

Bo2/14 NY2/15 

Ha2/15 NY2/18 


Bo2/25 NY2/26 

NY3/5 Bo3/9 Pa3/11 Ba3/12 HR3/13 LA3/27 
SF3/30 

NY3/1 NO3/8 

NY3/5 Bo3/20 HR3/33 SF4/11 

NY3/6 Ha3/20 

Bo3/13 NY3/14 

NY3/27 Bo4/1 Pa4/3 Ba4/4 HR4/6 LA4/21 
SF4/24 

Ha3/16 NY3/19 





Bol/30 NY1/31 

LA1/24 NY2/9 Ba2/15 Bo2/19 
NY2/3 Ha2/18 

Bo2/14 NY2/15 

LA2/6 NY2/22 Ba3/3 Bo3/7 
Bo2/25 NY2/26 

LA2/24 NY3/12 Ba3/18 Bo3/22 
NY3/6 Ha3/20 

Bo3/13 NY3/14 

LA3/10 NY3/26 Ba4/2 Bo4/6 
LA3/26 NY4/11 Ba4/17 Bo4/21 
LA4/10 NY4/26 Ba5/2 B05/6 






Bol/15 NY1/17 Pal/20 Nfl/22 Bal/25 
Bol/15 NY1/16 

NY1/16 Bol/19 Pal/21 HR1/23 Bal/25 
NY1/29 Bo2/3 Pa2/4 HR2/6 Ba2/8 
Bol/30 NY1/31 

NY2/2 

NY2/2 NO2/9 

Bo2/14 NY2/15 

Bo2/25 NY2/26 

NY3/1 NO3/8 

Bo3/13 NY3/14 


SF12/30 LA1/4 

SF1/12 LAL/6 

NY1/20 Bal/24 Nf1/26 Pal/28 
LA1/12 NY1/27 

SF1/9 LA1/12 $D1/18 


NY2/13 Bo2/18 Pa2/20 Ba2/21 HR2/23 
LA1/6 NY1/22 Bal/29 Bo2/2 

SF1/26 NY2/12 

NY3/5 Bo3/9 Pa3/11 Ba3/12 HR3/13 
LA2/12 NY2/27 

NY3/15 Bo3/30 HR3/23 

LA2/6 NY2/22 Ba3/3 Bo3/7 

NY3/27 Bo4/1 Pad/? Ba4/4 HR4/6 
SF2/26 NY3/15 

NY4/10 Bo4/15 Pa4/17 Ba4/18 HR4/20 
LA3/12 NY3/27 

LA3/10 NY3/26 Ba4/2 Bo4/6 


Am--Pres NY4/24 Bo4/29 Pa5/1 Ba5/2 HR5/4 


Am - Pres 
Pioneer 
Am- Pres 
Maersk 
Pioneer 
Am- Pres 


INDUSTRIES 





SF12/30 LA1/4 

NY1/12 Bal/16 Nfl/18 Pal/20 Bol/23 
SF1/9 LAl1/12 $D1/18 

LA1/12 NY1/27 

NY1/20 Bal/24 Nf1/26 Pal/28 
SF1/19 








and The 


Flavor Field 























SA:LS SHIP DUE 


SF1/26 NY2/12 
LA2/12 NY2/27 
SF2/26 NY3/15 
LA3/12 NY3/27 


1/9  Chastine 
1/25 Nicoline 
2/9 Johannes 
2/23 Marit 


SHIMIZU 


12/11 Rita 
12/20 Moor 
12/26 Johnson 
12/27 Effie 
12/27 Mill 
1/11 Chastine 
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Captain of Red Wing team 


nominated for Tea Council award 

The Tea Council's cho:ce of Bill “Moose” Skowrcn, New 
York Yankees first baseman, for the Sportsman of the 
Year award, has touched off other nominations for the 
honor. 

In a recent issue, Sports Illustrated ran a letter by Elliott 
Trumbull, of Detroit, putting wp Gordon Howe, captain of 
the Red Wings, for the award 

Howe has been drinking tea before, during and after every 
game of his 13-year National Hockey League career, Mr. 
Trumbull points out. 

In fact, the whole Red Wing team is interested in tea, 
Mr. Trumbull notes. 

“The reason why the Red Wings are interested in any- 
thing to do with tea and sports is that for 22 seasons now 
tea has been used by our trainers as a pre-game, betweea- 
periods and postgame refresher and stimulant, at home and 
on the road,” he explains. 


“On road trips, Lefty Wilson, head trainer, includes a 
gallon thermos bottle, a heating rod and quart-sized tea 
bags among his equipment. Tea is also used after the daily 
practice session at Olympia during the season. 

“The use of tea in the Red Wings’ dressig room, which 
is the only drink allowed—no beer, soft drinks or water— 
began back in the playoffs of 1936. Detroit and the old 
Montreal Maroons played a 176!4-minute game; it was 
2:25 a.m. when the Wings scored the game's only goal after 
three regular 20-minute periods, five overtime 20-minute 
periods and 16:30 of a sixth extra session. The contest 
spanned two days, from March 24th to March 25th. 

“General Manager Jack Adams realized as the game wore 
on that his players last ate at 4 in the afternoon and were 
beginning to drag. So to give them something to perk them 
up, he sent Honey Walker, then trainer, across the street 
from the Forum in Montreal to get some jugs of tea. 

“Ever since that night, tea has been a part of the regular 
training and conditioning procedure of the Red Wings. The 
players like it particularly during the intermissions, when the 
warm liquid dissolves the saliva accumulated in the mouth 
during the action.” 


Chemical composition of Indian tea 
reported in Tea Board publication 


The chemical composition of South Indian black tea may 
vary because of season, region or grade. 

The differences are reported in “Chemical Investigations 
on Indian Tea,” a 65-page brochure issued by the Tea 
Board. 

Research by a team under Dr. V. Subrahmanyan is out- 
lined in the brochure. It covers materials, methods, re- 
sults, analytical data and other information. 

Research is also underway on North Indian black teas 
and green teas. Results will be presented in a second bro- 
chure. 

The objective of the studies is to- fix chemical standards 
for genuine tea. 

Tentative specifications for tea have been cutlined by 
the Food Standards Committee of India’s Ministry of Health: 

Total ash—5-8%; ash soluble in water—not less than 
40% of total ash; ash insoluble in HCl—not more than 1% ; 
water extract—not less than 359%; alkalinity of soluble ash 
—not less than 1.3% and not more than 2% as K20O; 
crude fiber—not more than 15% 
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ABIDJAN: Societé Navale Deimas-Veiljeux, 17, Avenue Louis Barthe, 
P. O. Box 1281, Abidjan, ivory Coost. 


FREETOWN: J. P. Holmen's Successor itd., P. O. Box 130, Freetown, 
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59 











January 









RR ES Ee eae 906 
BIN oe oa ees, 2g oe aed sans 1,956 1,224 
BES 2, ota his Wika Ra Shoes 1,209 500 


August 





MNES ENS thes wks Reese 1,290 : 

October ... 1,394 721 
ee OOO LEE GG AE OTE FL tae 1,801 654 
December J : 






SS. SEP Seb eee ie pare os ay pan 


I ae «6 yi ins wine bap hy ORNS hn alk 

TPIT SIS) Ci REUBEN eS Ree 1,436 510 
nS RN ee TES SR 1,548 578 
ON oc ab RNs 03 coco r eb kee Oke 688 
TR a as Cha he wis aie aa 1,654 480 
ee ee es 1,253 462 
RN a ES Sea N Ak <0 Sey ¥ ON 1,114 419 
Oe CREE OEE ee PRE 1,160 668 
ONE ras es coda pe ee eee ts ceo Ree 2,106 707 
ee RCE PREM SANA L RS Ore"! 1,407 $10 





How nutritious is instant coffee? 


Presence of an average of 0.33 mg. niacin per gram of 
instant coffee powder was confirmed by bioassay, according 
to L. J. Teply in an article on the “Nutritional Study of 
Instant Coffee Powder’ in the September, 1958, issue of 
Food Technology. 

Regular instant coffee powder contained from 0.22 to 0.53 
mg. niacin per gram. Two samples of decaffeinated instant 
coffee powder contained 0.37 and 0.41 mg. niacin per g. 

Measurable but low levels of eight other B vitamins and 
of sodium calcium, iron and fluorine were found in instant 
coffee powder. 


what's ahead in packaging materials 





(Continued from page 48) 





aging of any food product depends upon: (1) establishment 
of realistic packaging requirements; (2) selection of the 
right packaging materials; (3) development and design of 
the package; (4) evaluation and market tests; and (5) com- 
mercialization. 

“The right food container, the container that ‘does the job’ 
is not necessarily the strongest, the biggest, or the ‘mostest’ 


Coffee Movement In The U. S. Market 
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of anything. It is the container that packages the product 
in such a manner as to give the consumer value! In the 
race to capture the consumer's dollar, the victory—as in any 
race—belongs to the bold, to the imaginative, to the 
courageous; in short, to the company that, starting with a 
superior food product, uses the right combination of pack- 
aging materials to assure the right package for that par- r 
ticular product to give the consumer real value—enough 
value to make him decide to buy the product a second time.” 

















how coffee came to the Philippines 
(Continued from page 45) 










during his several terms as “globernadorcillo” of Lipa. 






His son, Santiago, who was also elected gobernadorcillo in 
1823 continued the work of his father and extended the area 
devoted to coffee. The Lipefios who followed the order 
of the two former gobernadorcillos did not repent, because 
their crops brought them wealth and prosperity. 

In the meantime, coffee raising gained populariy in other 
provinces like Tayabas (Quezon), in Misamis, Bukidnon 
and Cotabato in Mindanao. 
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Editorial 


hHristmas, 1958 


‘S With the Holiday season, we mark the end of one 
vear, the beginning of another. “@ We find, now, we 
can look both mays mith new perspertive. “@ Troubles 
of the past year, which pressed on us with such urgenry, 
seem not quite so insurmountable. “@ We take comfort 
in a greater ability, within our industries, to simmon 
nem resources to meet problems. ‘@ This holds promise 
for the New Year. ® And it helps us to a happier, 


brighter Holiday Season. 
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“Tea sales are gaining 
— but not fast enough’ 
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Highlights of the Nielsen report to the tea convention 


By C. M. WALL, Vice President 


We sincerely hope that what we present here will be facts 
of interest and, more than that, facts that will be of some 
help to you in evaluating your present position in planning 
for the year ahead. 

How's the retail grocery business? The first eight months 
of 1958 registered an increase of 8% over the all-time 
high in 1957. This was equal to the rate of gain for 1957 
over 1956. At the present rate of expansion, we see a total 
volume of $47.2 billion for 1958 and this is a gain of 
almost $4 billion dollars over 1957. 

While this increase level of spending in dollars has been 
influenced by higher prices, even adjusting the dollar sales 
by the Food Price Index, there will be an increase of at least 
3% in tonnage to a new all-time high level. I think we 
can all agree that the food business is certainly one of the 
healthiest and most stable in our economy. 

Of course, one of the biggest contributing factors to the 
growth of this food industry is the built-in stability provided 
by the growth of population in this country, and there has 
been no turndown or “recession” on that score. 

Almost three million people are added to our total popu- 
lation each year, and in 1958 a new high level of 174,000,- 
000 was reached. By 1975, only a few years away, the Cen- 
sus Bureau projects an increase of about 309%, or almost 55,- 
000,000 more mouths to feed. 

In regard to the growth for grocery store sales during the 
past year, we have seen that the trend toward concentration 
of the business in larger stores has continued, but with in- 
dications of some stabilization, at least temporarily, of the 
position for the chains versus the independent stores. 

While chain store sales have shown a better gain than 
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independents in total, the difference in rate of gain has 
narrowed. 

The changes in selling and merchandising in the food 
store field have been fantastic during the past few years. 
This has called for change and reorganization of the sales 
force on the part of many manufacturers, relocation and 
revamping of warehousing and distribution centers—in gen- 
eral, constant review and critical attention to every in- 
dividual marketing effort in every area. 

From most indications, the tempo of these changes will 
be increasing in the years ahead, based on the already an- 
nounced plans of many retail organizations and manufac- 
turers. 

Just a few words of explanation about the measurements 
of tea that we report. As many of you may know, the Niel- 
sen Co. measures the sales of tea in food stores, which 
account for about 75% of the total tea consumed in this 
country. 

In looking at the annual trends of total tea imported into 
the country, it is difficult to know on the shorter-term 
basis the trend of consumer buying, which is the measure- 
ment necessary to determine the results of your efforts in 
selling and promoting the product. 

The trend for imports showed an increase of about 5,000,- 
000 Ibs. in 1957 over 1956, and thus far through 1958, 
while imports have been varying by months compared to 
a year ago, it is estimated that they will be somewhat lower 
than 1957. 

However, consumer buying of tea has shown a somewhat 
different trend during 1958. Here we see that following 
three years of virtually unchanged consumer buying, thus 
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tar in 1958 sales to consumers through food stores showed 
an increase of 2%. At the present rate, 1958 sales are esti- 
mated to be almost 82,000,000 Ibs., an increase of over 
2,000,000 Ibs. from 1956, and at least 1,500,000 Ibs. over 
1957. They are at a new high, aside from the peak year 
1954, which was influenced by the unusually high price for 
coffee. 

Thus, the trend in tonnage sales for tea this year com- 
pares more favorably with the overall trend for total food 
store sales. 

There has been some change in the comparison of tea 
versus food all-commodity sales during 1958 to date, with 
the index of tea sales up 2%, nearly matching the 3% in- 
crease for total food store tonnage. 

This tangible reflection of your individual and collective 
efforts during the past year should be most gratifying. 

What is the trend for packaged tea and tea bags? 

Tea bag sales thus far in 1958 have increased 7% (over 
3,000,000 Ibs.) and continue to account for a higher per- 
centage of the total pound sales, reaching a new high of 
58.99%, up from 56.0% in 1957. 


Upward trend 


However, we see little difference in the trend for pack- 
aged tea sales for the first eight months of 1958 are off 
5%, which is about the same percentage dechine as between 
1957 and 1956. 

The trend for total tea consumer sales started to show im- 
provement on a bimonthly basis beginning in the fall of 
1957, at the start of the hot tea season, and the rate of 
gain over year-ago levels averaged 3% through June Ist, or 





the beginning of the iced tea season. As many of you are 
aware, consumer sales in June-July were not quite as favor- 
able, and were probably influenced by the cooler-than- 
normal weather in several areas of the country during a sig- 
nificant part of the iced tea season. 

It would seem evident that the efforts all of you in the 
industry have put forth are showing favorable results. But 
this improved trend will continue only if all of your ef- 
forts continue. Contributing to consumer resistance to tea 
in this country has been the strong competitive growth on 
the part of many other beverages, while it should be gratify- 
ing to you that tea sales have shown improvement, consider 
the trend for consumer sales of coffee. 


And coffee? 


During the latter part of 1957 and thus far into 1958, 
regular coffee sales have been showing increases over the 
1956-57 level as the consumer price has continued to de- 
cline. At the same time, instant coffee has continued to ex- 
pand in volume, although the rate of growth has lessened 
slightly. The net result is that total coffee consumer sales 
are 7% ahead of 1957 and have increased by 44% since 
1951, as compared with the gain of 209% for tea sales since 
1951. 

In other words, the rate of growth for coffee sales has 
been twice as great as that for tea since 1951—and in 1958 
the percentage increase for coffee was about three times as 
great as that for tea. 

The showing for tea sales during the past year can be 
further interpreted as being faborable when viewed from 
the standpoint of coffee price trends. As you know, back in 
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1953 and 1954, when coffee prices were rising very rapidly, 
it was quite generally agreed that tea sales were given con- 
siderable help by consumer resistance to the high prices for 
coffee. 

At that time, when coffee prices were rising very fast 
and were being publicized rather dramatically, we recorded 
increases for tea sales in each bi-monthly period, with a 16% 
gain when coffee went over the $1.00 per pound level. 
After prices for coffee started downward, the rate of gain 
for tea sales diminished, and losses were shown against the 
higher year-ago periods when the regular coffee price 
dropped back under $1.00 a pound. At the same time, 
the sales trend for coffee reversed itself from losses to gains. 

The average price per pound for regular coffee as of 
June 1st this year was 10¢ below a year ago and instant 
prices were at about their lowest level in history. It is sig- 
nificant that tea sales were showing improvement during 
this period of time, and in contrast to the trend for coffee 
prices, the average consumer price per pound for both pack- 
aged tea and tea bags on June Ist was about 3¢ Aigher than 
last year. 

Thus, the increase that was made for tea was mot the re- 
sult of any temporary stimulation from rising coffee prices, 
as it was back in 1953-54 

There has been, I believe, another significant develop- 
ment thus far in the trend for tea sales into 1958. To date 
there has been some reduction by the industry in the amount 
of the product sold in factory pack consumer deals. 

While the level of sales through this type of promotion 
continues relatively high, at the rate for the first six months 
of 1958 we recorded a decrease of 5% for sales through 
these types of offers and a decline as a percentage of the 
total volume, from the all-time high of 15% in 1957, to 
14% for 1958 to date. 

This further speaks well of the progress that was made for 
total tea sales in the first six months of this year. It con- 
trasts with the trend from 1955 through 1957 when sales 
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through these factory-pack price reduction offers increased 
about 40%, without contributing any significant gain for the 
total market. 

I know there has been a concerted effort on the part of 
many who reduce this type of promotion and to put more 
support into effective consumer advertising. It should be 
encouraging for you to see indications that this is paying 
off. 

History from Nielsen data has pretty much proven in most 
cases that excessive and successive consumer promotions of 
the one-cent sale type, the ten-cents-off, etc., do little to 
build sales permanently or hold new users or consumers. 

In the particular case of tea, there has been sufficient 
evidence that the availability of these promotions has re- 
sulted primarily in regular tea users stocking up to take 
advantage of the price cut offers. 

Sales per capita 

In presenting this report to you, I certainly don’t want 
to be guilty of telling you that everything is sweetness and 
light in the trend for tea sales. We all know that is not 
true. Tea sales in this country have not expanded to match 
the growth for population, either in total, or for the age 
group of 15 years and over, during the years 1955, 1956 
and 1957. The indications of progress this year might be 
only temporary. 

At any rate, if we look at the pound sales per thousand 
of population, we see that per capita sales on either basis 
did not expand in each year from 1954 through 1957, with 
1958 being only slightly higher than 1955. 

On the favorable side, and these are more on the short 
term, we see: 

1. Tea sales trending 2% ahead of last year for the 
first eight months of this year. 

2. No further decrease in per capita consumption as in 
1957. 

3. We almost equaled the showing for total food store 
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Sales on a tonnage basis, a reversal of the trend for last 
year. 

On the more sobering side we see: 

1. Despite a 20% increase in sales since 1951, an in- 
crease of only 6% in per capita consumption in eight years. 

2. Thus, continued failure to equal the gains for coffee, 
both on a long-term basis and during 1958. 

3. A resultant further decline as a share of the beverage 
market in 1958. 

Perhaps I should have reversed the placement of the op- 
timistic versus the less favorable points here. because no 
presentation should close on a gloomy note. 

But I don't think this tells all the story by any means. The 
task that this industry faces is formidable, and the progress 
that has been made this year is remarkable in a way, be- 
cause it has been achieved without any basic new product 
innovations to influence it. Soluble tea or instant tea was, 
as yet, not a major volume factor in the total market, and 
in our shop we see few markets that have grown without 
benefit of new product or new type development. 

The gains that were made for tea this year are the result 
of hard work, concerted, sustained effort by the Tea Council, 
the Tea Association, the growers, the packers, and the dis- 
tributors. Each of you is well aware of the extra tasks that 
you were called upon to accomplish. 

The evidence is here that this is paying off—and the evi- 
dence is also in the history of what we've seen that it will 
continue to pay off only if you maintain those efforts. 

The potential consumers in this country are enormous in 
number, but these consumers are not easily gained. They 





are exposed to the greatest barrage of advertising and mer- 
chandising in history. In the years ahead we will see chat 
tempo increasing, not relaxing. No one in this industry can 
expect progress without constantly keeping up his own rela- 
tive share of all the efforts to win the consumers’ purchase. 


Tea Association wins reduction in tea rates 
from Africa to U. S. Atlantic and Gulf ports 


Ocean freight rates on tea from Africa to United States 
Atlantic and Gulf ports are lower now—by $5.00 per 40 
cubic feet. 

The reduction was won ia successful negotiations with 
the African lines by the Transportation Committee of 
the Tea Association of the U. S. A., headed by Martin 
E. Coughlin, of Thomas J. Lipton, Inc. 

Lact year this Tea Association committee was able to 
win cuts in ocean rates on tea from India, Ceylon and 
Pakistaa to Atlantic and Gulf ports, with savings of 
several hundred thousand dollars to the tea industry. 

The changes in rates from Africa are as follows: 

Group 1 East African ports: Dar Es Salaam, Mombasa, 
Tanga, Zanzibar, Capetown, Durban, East London, Lou- 
renco Marques, Port Elizabeth and the Group 2 port of 
Beira — old rate, $40.25 per 40 cubic feet, new rate 
$35.25. 

Secondary ports, Group 3: Port Amelia, Mocgambique, 
Nacala, Macimboa, Lindi; Mikindani, Mtwara—new ate, 
$36.25 per 40 cubic feet for direct port call, $39 for out- 
port. 

Group 4: Madagascar—new rate, $40.00. 
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“Enough of that jazz, 
how about a chorus of White Christmas?’ 
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how publicity works for tea 


By FRED ROSEN, President 
Fred Rosen Associates, Inc. 


A lot more happens in public relations for tea than most 
of us know about. You can judge for yourself, from these 
highlights of Mr. Rosen's “B.T.C.” presentation at the 1958 
convention of the Tea Association. “B.T.C.” stands for 
“Before Tea Center.” In another talk, Mr. Rosen outlined 
public relations for tea “A.T.C.”—after Tea Center (See: 
November, 1958, Corree & TEA INDUSTRIES, Page 150). 


There are two standards by which publicity should be 
judged. is it successful in projecting to people meaningful 
sales motivating ideas? And is it working towards specific 
objectives which have real meaning for the product? 

Every phase of the Tea Council's operation—publicity, ad- 
vertising, promotion, etc.—is part of a coordinated strategy. 
Each segment of the campaign must be directed toward 
the objectives blueprinted by the Council. 

These are the objectives which serve as the framework 
for our publicity efforts: 

1. Project selling ideas: Publicity is a promotion tech- 
nique which can reach people with all sales motivating ideas 
about a product. It's opportunistic and flexible. We can 
develop a story or an event on any theme which can be 
helpful in projecting these ideas. This past year we have 
been directing our program to reach people throughout the 
country with at least seven basic sales motivating themes. 

2. Reach new tea customers: Our work in newspapers, 
magazines, television and radio is frequently like a pro- 
motion shotgun which reaches out in all directions. And 
with 60,000,000 to 70,000,000 potential customers for tea, 
we're bound to hit someone every time. Remember that the 
Tea Council's hot tea advertising campaign this past year was 
a rifle-shot effort, aimed carefully at one major segment of 
the population—the people who, for various reasons, have 
misgivings about drinking other beverages and who can, 
therefore, be more quickly converted into tea drinkers, One 
of publicity’s big jobs this year has been to carry some kind 
of tea message to all the other people. 

3. Support advertising: An important part of our job 
is to try to build a background impression in the minds of 
millions of consumers to help support the direct selling im- 
pact they receive through the advertising campaign. 

As you'll see later, we've done a variety of things this 
year to get the idea around that tea is good for you. 

Here, I think, the publicity or editorial approach is 
especially useful. A man receives a vivid product impression 
when he reads in the sports page of his newspaper, for ex- 
ample, that a popular baseball player is a steady tea drinker; 
or a woman when she reads in her favorite magazine that 
tea is now all the rage at dinner. 

4. Reach non-advertising markets: The Tea Council ad- 
vertising budget can conduct a hot tea campaign in approxi- 
mately 60% of the markets around the country. Through 
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publicity stories, broadcasts, etc., we try to carry a tea im- 
pressicn into other cities where there is no advertising. 

5. Maintain year-round pressure: Another part of our 
job is to reach people throughout the country with some 
kind of tea message the year round. There isn’t a day in the 
year in which a story, a photograph, a broadcast or another 
reminder about tea is not reaching some group of customers 
in some city in the United States. 

What, then, are the themes, the ideas, which in 1958 
we tried to get across to millions of men and women 
throughout the country? 

1. TEA IS GOOD FOR YOU. 

We are trying to dramatize this idea by the “He-Man, Tea- 
Man” campaign, involving stars in every popular American 
sport—baseball, basketball, boxing, hockey, tennis, etc. In 
this campaign we show athletes in realistic situations drinking 
tea. Our copy stresses that they are real tea drinkers. 

During the past months we managed to get a series of 





W. L. Scandrett, of Hayter & 
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photographs placed in newspapers from coast to coast. Many 
were picked up by wire services and transmitted to papers 
in hundreds of markets. 

Among the athletes used were baseball pitchers Johnny 
Podres and Clem Labine, of the Los Angeles Dodgers; Lou 
Fontinato of the New York Rangers’ hockey team; Kenny 
Sears and Art Spoelstra, of the New York Knickerbockers’ 
basketball team; Hank Bauer, of the New York Yankees, and 
Allie Reynolds and Johnny Lindell. of an older New York 
Yankee team; Floyd Patterson, world's heavyweight boxing 
champion; and Bill “Moose” Skowron, star first baseman 
for the New York Yankees. 

During the year, Mr. Skowron was interviewed by a 
syndicated radio personality. He cited tea as his training 
table beverage and spoke of its great value for the. athlete. 
This taped broadcast was carried in 225 cities. 

As the next logical step, a special tea industry award 
was made to Mr. Skowron for his outstanding sportsman- 
ship and exemplary standards in physical fitness. The award 
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was made at the National Food Editor's Conference before 
more than 150 editors from all over the country. Sports 
illustrated magazine prepared a major feature story on this 
event. 

Because of the impact Mr. Skowron made for tea, we are 
considering the possibility of a publicity tour for him next 
year in important tea markets. 

There is another phase of our activity on the “‘tea is good 
for you" theme. We are continually working on the people 
whose opinions really count—the nation’s doctors. In 1958 
many copies of the Symposium on Tea were sent to 
physicians in various parts of the country. 

2. TEA IS AN AMERICAN DRINK. 

A great deal of our publicity efforts are directed toward 
proving to the consumer that tea is not a British or foreign 
drink, but it is just as American as Coca Cola or coffee. 

3. TEA IS EASY TO PREPARE AND SERVE. 

One segment of our activity is an effort to dissolve the 
prejudice some people have that tea is difficult to make and 
serve. Because of the ever-growing popularity of soluble 
coffee, instant grapeade, lemonade, etc., it is getting more 
and more important, phychologically, for us to stress the 
convenience and ease of tea drinking. 

4. TEA OR TEASE. 

We are constantly trying to teach Americans how to brew 
a cup of real tea instead of the wishy-washy brew, only hint- 
ing at real tea, which I call “tease.” This ,I feel, is one of 
the most important jobs facing the industry. 

Some of our story material tackles this problem directly 
with proper brewing instructions. In other stories and/or 
broadcasts we attempt to get our message across indirectly 
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by incorporating brewing instructions with other topics and 
ideas. 

5. USE MORE TEA ANYTIME, ANYPLACE. 

We are constantly trying to show more ways of serving 
tea; new food combinations that go well with Tea, etc. 
During Iced Tea Time, for example, we try to reach Ameti- 
can housewives with a message on quantity tea preparation— 
making iced tea by the pitcherful. 

6. TEA IS A YOUNG PEOPLES’ DRINK. 

Tea, particularly iced tea, is a wonderful drink for young 
people. Once we have stimulated the tea-drinking idea in 
the youth of America, we have a chance to keep them as 
customers forever. 

Our principal weapon in this area is the filmstrip—‘The 
Art of Brewing Tea.” Accompanied by a teacher's manual 
it has been distributed to schools during the past four years. 
As a result, it is now in 4,046 schools. This filmstrip has 
been shown approximately 16,250 times to about 6,000,000 
high school students. 

The Tea Council also has seven motion pictures for 
schools to borrow. This past year we experimented with a 
new idea—the permanent loan program. The school board 
in Los Angeles agreed to test this program for one year. 
Result: four films were shown 505 times to over 49,000 
students during one school year. 

On the basis of this test, we plan to extend the permanent 
Joan film library to schools in other areas across the country. 

7. BLOCKBUSTER PROGRAM. 

Another new idea this past year was the “Blockbuster 
Program.” We attempt to make a big impact for tea through 
(Continued on page 74) 
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IRWIN-HARRISONS-WHITNEY 1c. 
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Brisk Flavor! First, drinking Exclusive “Flo-Thru“® Tea 
Lipton Tea relaxes you. Then, Bag! Lets all the brisk Lipton 
its brisk flavor picks you up. flavor come through. ‘ 


Answer: Lipton, of course! 


Field 





Flavor 

































ij Tea Movement into the United States 
(Figures in 1,000 pounds) 
July Aug. Sept. Oct. Nov. Dec. Jan. Feb.March April May June July Aug. Sept. Oct. 
Black 1957 1957 1957 1957 1957 1957 1958 1958 1958 1958 1958 1958 1958 1958 1958 1958 
Ceylon 4,207 4,846 3,366 2,786 3,403 3,023 3,037 3,175 2,742 3,915 4,412 2,678 2,148 3,989 3,478 4,401 
India 1,647 1,315 1,352 2,353 1,914 2,528 4,152 3,043 3,445 2,714 2,272 2.271 1,935 1,188 1,927 2,527 
Formosa 167 373 562 502 548 365 510 309 344 311 486 362 651 607 694 733 
Africa 484 228 394 265 217 273 303 257 510 358 529 526 561 380 241 198 
Indonesia 1,113 894 1,354 1,155 1.430 1,518 1,510 1,070 1,178 1,547 1,836 1,664 1,793 787 993 858 
Japan 15 28 17 99 197 198 249 96 58 21 56 29 15 61 36 57 
Misc. 112 320 219 93 218 128 116 447 598 299 207 411 340 241 272 594 
Green 
io 433 464 403 276 35 47 71 48 119 34 29 #2336 3251 487 223 433 
isc. | ee 73 6 17 2 1 9 7 6 Ss 13 1 4 45 1 
Oolong 
ii Formosa 4 31 38 24 19 66 13 3 36 5 li 8 11 31 32 43 
Canton 3 5 1 7 15 14 7 8 12 1 een 3 3 24 8 26 
Sentd Catn 3 2 2 3 6 6 5 5 8 4 3 6 7 3 4 6 
Mixed 6 14 17 12 15 19 9 8 a 5 9 16 6 10 22 
TOTALS $,207 8,546 7,808 7,593 8,040 8,187 9,980 8.479 9,065 9219 9,840 8216 7,832 7,808 7,963 9,697 
Figures cover teas examined and passed, do not include rejections. Based on reports from U. S. Tea Examiner. 
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Tea producers in India, Ceylon 
urge renewal of International 
Tea Agreement; study draft 


Representatives of tea producing interests in India and 
Ceylon, meeting in Colombo recently, urged renewal of the 
International Tea Agreement. 

A committee, discussing a draft agreement, said that re- 
newal of the Agreement would not necessarily mean regu- 
lation of exports. But it urged setting up machinery for such 
regulation “should it be regarded as essential for the well- 
being of the industry at a later date.” 

There was unanimous agreement that India, Pakistan, In- 
donesia and Ceylon should again be signatories of the re- 
newed agreement and that every endeavor should be made 
to induce other producing countries to join. 

The committee expected that following the renewal of the 
agreement, signatory countries would from time to time ex- 
amine supply and demand to determine whether export con- 
trol was necessary in the producers’ interests. 

The last international agreement lapsed in March. 

A spokesman for the delegation from India said, “We 
have decided to approach our principals and governments 
with regard to the future course of action. We feel it is a 
good thing to renew the International Tea Agreement. 

The new pact should run from April Ist, 1959, to March 
31st, 1964, the committee suggested. 

On the committee were four Indian delegates as well as 
three from the Planters’ Association of Ceylon and one from 
the Low Country Products Assoication. 


Delaney promoted by Lipton 


James E. Delaney has been named assistant to the western 
sales division manager of Thomas J. Lipton, Inc., it has 
been announced by Harold L. Suttle, vice president of sales. 

Mr. Delaney was a district supervisor in the western di- 
vision. 
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Says Russia has world’s first 
successful tea picking machine 


The world’s first successful tea picking machines are in 
Operation on the plantations of Soviet Georgia, according 
to a report in Planting & Commerce, India. 

The machine, expected to save Georgia 4,000,000 work- 
ing days this season, was designed by an agricultural ma 
chine factory at Tifliujn, the Georgian capital. 

The main working part of the machine is a horsehide- 
shaped comb equipped with flexible rubber teeth which 
select the required leaves from all parts of the bush. 


Indonesia government takes 


ever big Sumatra tea estate 


Southeast Asia’s biggest tea estate, the Dutch-owned 
Kaju Aro in the Kerintji region of Central Sumatra, has 
been taken over by the Indonesian government, it has been 
reported. 

The estate has been placed under the supervision of a 
government management board in charge of Dutch estates 
taken over since the anti-Dutch campaign of last December. 

The Kerintji region was only recently captured by govern- 
ment troops from the Central Sumatra rebels. 

The Kaju Aro estate is said to be capable of producing 
5,000,000 pounds of dry tea annualiy. 


Ceylon said to drop tea nationalization 

Ceylon has decided against nationalization of foreign- 
owned tea and rubber estates, Lands Minister Charles de 
Silva, told a Planters’ Association meeting recently. 

He said that although nationalization of estates was an 
election pledge, the government felt it was foolish to take 
over developed lands when there was undeveloped Crown 
land which could be exploited for economic betterment of 
the country. 
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Tea, by T. Eden. 201 pages. Longmans, Green & Co., 
Ltd., London. Price: 35/- net. 


A few tea men consider tea just another product to buy 
and sell. They would just as readily handle any other 
product, sometimes do, and with as little curiosity. 
But if you're like most tea men, and want to know more 
about the product than details on the latest chops, you'll 
want to have a copy of Dr. Eden's book on tea. 
As might be expected, Dr. Eden has more of the pro- t 
ducer viewpoint than the consumer. That's only natural. 
Dr. Eden was for many years at the Tea Research Institute 


, in Ceylon. In 1949 he went to Kenya as a director of the 
for the New D ear § Tea Research Station at Kericho. Since his retirement and vy ' 


i his return to England in 1954, he has acted as a consultant 








Christmas Greetings 


and All Gond Wishes 
to the 


Tea Trade 





to sterling tea companies. 

Mr. Eden’s book is not, avowedly, an encyclopedia on tea. 
It is primarily a clear and practical discussion of the vari- 
ous stages of tea cultivation and manufacture. 


Nevertheless, he begins with a chapter on the history of 


HALL & LOUDON 


characteristics and other current tea growing subjects. 

Manufacturing processes are covered in chapters on the 
chemistry of the tea leaf and on the technology of tea 
manufacture. 


tea culture, before he goes on to climate and soils, botanical 


: TEA BROKERS 
3 91 WALL STREET # 
9 % NEW YORK 
: MEMBERS, TEA ASSOCIATION OF THE U. S. A. riko s cae a 4 
e as statistical summaries, diagrams and many 
zs ags estes See oS REMORSE ustcations. 
Copies of “Tea” are available in the United States at 


$6.75 per copy from Longmans Green & Co., Inc., 119 
West 40th Street, New York 18, N. Y. } 


“If you drive . . . drink tea”, 
PRESSURE Canadian Tea Council urges 4 
oe in year-end safety campaign 


“If you drive . . . drink tea.” 
That's the slogan of the fifth annual road safety campaign 
sponsored by the Tea Council of Canada for the Christmas- 
New Year holiday period. | 
One of the highlights of this year's campaign is the dis- 
tribution of streamers and bumper stickers by safety-minded 
organizations and public-spirited individuals. Last year, over 
200,000 pieces were distributed. 
The campaign tihs year has been endorsed by provincial 
and municipal authorities, service clubs, and Chambers of 
Commerce from coast-to-coast. 
As a public service on behalf of its members, the Tea 
Council wants to help cut the rising tide of traffic acci- 
dents during the holidays. 


What happens to the tea beyond the manufacturing stage 
is outlined in a chapter on the tea trade and industry. 


SEAL WRAPPED |) >) 
IN ALUMINUM \.0 


Take TAE (sic!) and see? 

“In Pittsburgh . . . take TAE and see.” 

That’s the version of the Tea Council’s slogan advertised 
in Broadcasting magazine by Pittsburgh’s Channel 4 tele- 
vision station, WTAE. 

“Nothing like a spot of TAE to perk up your Pittsburgh 
schedule,” ‘the copy suggests. 
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basic changes in can pricing policies announced 
by Canco; see savings for most coffee packers 





Basic and far-reaching changes in its metal can pricing 
policies have been announced by the American Can Co. 
The result, Canco said, will be lower can prices for most 
of its customers—including coffee packers. 

William C. Stolk, president, said at a press conference 
that percentage savings for coffee packers could not be pin- 
pointed, since the new method establishes a separate f.ob. 
price at each of the company’s plants for each type and 
style of can. 

In some instances, the changes may mean price increases. 
But by and large, ‘with substantial economies we have 
achieved through our coil processing program, they will 
mean an aggregate saving to our can-using customers of 
over $9,000,000,” Mr. Stolk said. 

The coil program, in which the company has invested 
$32,000,000, he added, ‘already has amply justified our faith 
in the economies we believe it could produce.” 

Major changes in what he described as “long-standing 
pricing practices” will be the eliminatioa of the method of 
averaging can prices over broad geographic areas. 

“We are putting into effect, on next January Ist, for 
each type and style of can a separate f. 0. b. price at each of 
our plants,’ Mr. Stolk explained. This is in contrast to the 
previous policy of having two general pricing areas dividing 
the country, east and west of the Rockies. 

“Under the new plan, our can prices no longer will be 
averaged over these two broad geographic areas. Instead, 
our prices will reflect to customers the freight-cost advantage 











Continental Can will ‘remain 
competitive in its pricing™ 

"The Continental Can Co. bas always been competitive 
in its pricing to its customers and, in fact, bas only re- 
cently announced prices which do not fully recover in- 
creased wage and steel costs,” Gen. Lucius D. Clay, chair- 
man of the board of the Continental Can Co., declared 
last month. 

“It proposes to remain competitive in its pricing poli- 
cies and to avoid in its prices to the fullest extent con- 
sistent with competition, any discrimination in pricing. 

“It is fully competitive costwise and intends to remain 
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William C. Stolk, 
Canco president, 
shows spread be- 
tween 1946-58 in- 
creases in firm's la- 
bor costs and metal 


can prices. 


of their nearness to the steel mills supplying our basic 
raw material. 

“The recent large increases in transportation costs on raw 
materials make the use of wide-area pricing no longer fairly 
adaptable to the needs of our customers. From January 1st 
on, our can prices will give effect to differences in freight 
charges on tin plate between a can plant located near a 
steel mill and one located farther away. 

“At the same time, we are eliminating the free delivery of 
cans which exists in certain metropolitan areas.” 

He said that company will “hold the line” on the price 
reductions until October 1, 1959, “except for adjustments 
that may be necessary to reflect any increases the steel com- 
panies might make in their tin plate prices.” 

Mr. Stolk revealed that the changes in Canco's can pricing 
policies resulted when a “searching re-examination” of 
Canco operations showed that “some existing pricing 
practices, which have grown up over the years in the metal 
container indudstry, have clearly outlived their usefulness.” 

“To us, they appear archaic and unrealistic, and we are 
consigning them to the junk heap,” he added. 

The action reducing can prices, Mr. Stolk said, “is all the 
more startling because it comes at a time when our costs 
still are rising.” 

“This will mark the first time, in my recollection,” he 
said, “that any can prices have been cut voluntarily by a can 
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This new stock design coffee bag, introduced by the Flexible Pack- 
aging Division of the Continental Can Co., is believed to be the 


first offered to the industry since 1942. Called "XX", the one- 
pound bag is aimed at meeting general demand for a new design, 
arising out of present low prices for green coffee and indications 
that private label packaging in stock designs is returning. At present, 
stock design "XX" is offered in one combination of colors — yellow, 
red and blue on white bleached kraft with a glassine liner. Back 
panel has coffee-making recipe approved by The Coffee Brewing 
Institute. 


company as the direct result of economies it has been able 
to achieve. 

“We believe that under present inflationary conditions, 
any voluntary reduction in the price level of a product as 
widely used as metal cans is a contribution to the economy 
as a whole.” 

He pointed out that government leaders “have made it 
abundantly clear that management, labor and government 
itself share the responsibility for halting inflation. The 
American Can Co.,” he added, “endorses these views 100%. 

The change in pricing policies, Mr. Stolk said, foliows ‘a 
company philosophy that every outmoded and impracticable 
method or system should be junked just as quickly as an ob- 
solete piece of machinery.” 

“We are making these changes,” he said, ‘because we 
believe the new and more equitable system of pricing will 
better serve our interests and the best interests of our cus- 
tomers.” 

The changes in pricing policies, Mr. Stolk said, follow a 
“similar revolutionary step” taken by the company on Sep- 
tember 25th when it announced a new method of specific 
pricing of cans “in closer relation to the labor and materials 
costs in its manufacture.” 

He explained that since 1946 the cost of quarter-pound 
electrolytic tin plate, the type most commonly used for 
cans, has been raised 11 times, increasing its cost 109%. 

In the same period, the average hourly wage paid by 





Canco has gone up from $1.08 in 1946 to $2.6314 today 
and employee benefits have increased 46¢ per hour, he said. 
These figures represent an increase of more than 166% 
in this cost alone, he pointed out, and added that, since 
World War II, the price of a standard tin can has increased 
only 93.5%. 

Canco’s newest coil processing center, opened at Hillside, 
N. J., recently, was the eighth such facility installed in this 
country in the past 18 months, Mr. Stolk said, and it com- 
pletes the network of coil plants outlined in original 
planning more than two years ago. 

“Our coil program is a revolutionary development in 
the can industry,” he explained. It was undertaken by Canco 
—at a total investment of $32,000,000—in order to effect 
substantial reductions in our can-making costs. 

“We decided to invest this sum after exhaustive studies 
convinced us we could accomplish important savings by 
processing tin plate and steel plate in our own plants. As 
a result, we are now doing the inspecting, shearing, stack- 
ing and sorting operations which previously had been per- 
formed by the steel mills. 

“This undertaking dramatically illustrates our belief that 
unremitting action to hold down the cost of metal cans is 
essential. Cans represent 70 per cent of the American Can 
Co.'s business. Our cans are faced with competition as 
vigorous and determined as any you can name.” 


Instant coffee — with egg —— hits 


Midwest markets under North Woods label 


The old notion that coffee tastes better with egg added 
is being used for a new coffee product—instant with egg 
added—which has now moved into Midwest markets. 

Coffee authorities insist that the only thing coffee tastes 
better with, in the brewing, is coffee. Bat evidently the 
North Woods Coffee Co., Chicago, feels enough people 
cling to the old idea to make its instant and egg product 
worthwhile. 

North Woods Egg Coffee has been distributed in Minne- 
sota and parts of Ohio and Michigan. An introductory cam- 
paign recently started in 54 Midwest markets. 

North Woods used four-color page roto ads in 11 mar- 
kets: Chicago, Detroit, Des Moines, Milwaukee, Minne- 
apolis, Indianapolis, Cincinnati, Columbus, Dayton, Omaha 
and Toledo. One-thousand line two-color ads ran in the 
other cities. 

The ads contained coupons good for 10¢ off the regular 
price for a jar of North Woods Egg Coffee. 

Radio spots supplemented the campaign in 35 markets. 

“North Woods guides know how a fresh egg brings out 
the full flavor of good coffee.” The copy states, “Now you 
can get this same wonderful flavor the easy instant way 
—with North Woods egg coffee.” 


from the Canadian North Woods we bring you the finest 
VANILLIN U.S.P. 


that modern technological skill can produce 
é ' 4 


ZINK & TRIEST COMPANY 


' 15 LOMBARD STREET 


PHILADELPHIA 47, PA 
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ginger production in Jamaica 


By DR. ERNEST GUENTHER, Vice President and Technical Director 
Fritzsche Brothers, Inc. 


The spice known in the trade as ginger consists of the sun- 
dried rhizomes of Zingiber officinale Roscoe (fam. Zingi- 
beraceae). 

Three principal types of ginger are recognized by the 
trade. Listed according to the quantity of each produced, 
these are: 

1. West African ginger, cultivated chiefly in Sierra 
Leone and, to a much smaller extent, in Nigeria. West 
African ginger has a rather dark color; odor and flavor are 
pungent, somewhat coarse and camphoraceous. 

2. Cochin and Calicut ginger, from the Malabar Coast 
of southern India. This is characterized by a faintly lemon- 
like odor and flavor, due to the presence of small quantities 
of citral in the volatile oil of the spice. Because of its 
pleasant flavor, ginger from the Malabar Coast is highly 
esteemed by connoisseurs. 

3. Jamaican ginger, grown on the island of Jamaica in 
the British West Indies. It reaches the market in peeled 
(scraped, decorticated or uncoated) form. Because of the 
labor involved in the peeling of the rhizomes, the Jamaican 
product is usually more expensive than those from the 
Cochin Coast and Africa. Many experts classify the Jamaican 
ginger as the world’s finest for odor and flavor. 

During the 1957 harvest, the writer made a survey of the 
ginger producing areas in Jamaica, and was able to gather 
information which may be of interest to the spice trade. 


Producing regions and economic set-up 


Jamaican ginger is grown in the Parish of Manchester, 
which lies in the middle of the island, at an altitude ranging 
from 1,600 to 3,000 feet. Center of the industry is the 
little town of Christiana, where most of the dried spice is 
collected and prepared for shipment. Ginger fields are 
located within a rough circle, the radius of which—some 
eight or ten miles—centers in Christiana; the best quality 
originates from plantings close to the town itself. The 
country here is hilly and the soil loose loam, of volcanic 
origin. 
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Extraction of ginger root from the ground 
in the highlands of Jamaica, B. W. |}. 


In more than one way the Jamaican ginger industry (and 
even the countryside) reminds the visitor of the orris in- 
dustry and area in the Appennine Mountains near Florence, 
Italy: small, scattered plantings; women and children seated 
in front of their little homes or in the shade of trees labori- 
ously peeling the freshly dug up root; drying mats. spread 
out in the sun. Both ginger and orris are typical family in- 
dustries, depending on low-priced labor. In both cases, the 
final products fetch relatively high prices on the world 
market, primarily because they are peelec’, and peeling is a 
tedious and expensive business. 

Years ago, plantations of ginger root, owned by white 
planters, sometimes compassed hundreds of acres. Because 
of the steadily increasing cost and the mounting difficulty 
of obtaining labor for this kind of agricultural work, these 
large plantings have now disappeared, and the growing of 
ginger is entirely in the hands of more than 1,000 native 
growers, who cultivate the spice on plots of one-quarter of 
an acre to four acres at the most. For these growers, living 
off their little holdings at subsistence level, ginger root rep- 
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resents a vital cash crop, which they can raise with the help 
of the members of their families, including women and 
children, independent of the prevailing price for hired labor. 
Large plantations, which depend on such outside labor, can- 
not compete with this sort of primitive family industry. The 
opinion is occasionally expressed that under such con- 
ditions the ginger industry of Jamaica will ultimately dis- 
appear. However, this does not seem likely, for the simple 
reason that in the producing regions ginger will probably 
always remain a convenient cash crop for the native grower 
In fact, the spice supplements the local currency; the grower 
and his family barter a few pounds of the dried root against 
the staples of existence. 


Cultivation and harvest 


Preparation of the field for cultivation begins in January, 
but actual planting takes place after the spring rains, i.e., 
from April on, July being the latest, depending on weather. 
For proper growth, the plant requires plenty of sunshine 
as well as ample rain in July and August and again in 
November and December. In the growing stage, the over- 
ground parts are green, but as they dry from the top down, 
the root system reaches maturity and is at the period of 
harvesting. (In this respect, the ginger plant resembles the 
onion.) Roots planted between April and July can be 
harvested between January and March. For this purpose 
the rhizomes are simply dug up from the ground with a 
hoe and then broken, by hand, into several pieces. The 
principal root, resulting from last year’s growth, is peeled 
and dried, while the smialler pieces (from one-third to one- 
quarter of the total root) are set aside for replanting. 

Owing to the primitiveness of the industry, no exact 
figures regarding yield of root per acre are available, but 
in the producing regions the author was told of yields 
amounting to roughly one ton of dried ginger per acre and 
year. (As mentioned above, 25% to 30% of this quantity 
must be used for replanting.) 

A ginger field gives the highest yield when planted on 
new land. A planting lasts several years, but in the fifth 
year the yield declines to uneconomical levels. Hence after 
three years, ginger is usually rotated with yams, corn, peas, 
lentils, etc., to enrich the soil so that at the end of five 
years of rotation the land can again be planted with ginger. 
It has been found that the ginger yield can be increased 
by the application of fertilizers, but some growers claim 
that rhizomes from fertilized fields are more difficult to dry. 


Next month: Peeling, drying, qualities, trade. 
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Cloves in Indonesia 


Since 1950, Indonesia has been importing cloves, in- 
stead of exporting them, as in earlier years. 

Efforts to increase clove production in recent years had 
some success. Indonesia imported 15,791,549 Ibs. in 
1957, compared to 28,271,790 the year before. 


How home delivery selling differs 

In Sulawesi, 40,000 clove trees are reported to have 
been planted between September, 1955, and September, 
1957. In North Sumatra, a five-year plan to plant 9,884 
acres was started in 1951. Close to 3,000 acres of this 
amount is now said to have been planted. 

To encourage production, the government is propa- 
gating seedlings for sale to farmers at a low price. 

Most of Indonesia’s cloves are used by the “Kretek” 
cigarette industry. 

“Home delivery selling differs from ‘shelf selling’ in 
two ways,” says Donald S. Perkins, merchandising manager 
of the Jewel Tea Co., which has 2,000 route salesmen serv- 
ing more than 1,000,000 families in 42 states. 

“1. We have an opportunity to personally describe, as 
well as show, the package of tea, which is an advantage 
when our servicemen have time to devote to tea. 

“2. We have an opportunity to illustrate the end 
product—for example, a steaming cup of hot tea, through 
the use of our grocery cards.” 


Adds tea bagging operation 


The Mocha Coffee Co., 48-year old Atlanta, Ga., firm, 
has completed expansion of its plant for a tea bagging 
operation, according to the Georgia Newsletter. 

John E. Dinos, manager, said tea bags are being packed 
for both individual and institutional use. 


how publicity works for tea 


(Continued from page 68) 





big full page stories in newspapers; full page stories in Sun- 
day supplements; double page magazine spreads; entire radio 
or television shows, etc. 

Our “Blockbuster Program" is leading us to the “big 
week” approach. This is an effort toward concentrated pub- 
licity during one big week in a big market. For example, 
during one big week in New York City—July 6th, 1958— 
each of the seven daily newspapers in that city carried a story 
on Tea. 
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By MARK HALL 


® ® With prices showing weakness and 
a downward trend, local importers and 
brokers are wondering where it will end. 
While roasters’ stocks are low, still they 
have been buying from hand to mouth. 
It is expected that they will have to get 
into the market in a bigger way soon, now 
that the period of increased consurmption 
is underway, and lower prices may meet 
with some resistance. 

If the market continues to decline 
slowly, that is, with no sharp breaks, as 
in the past, it is safer for the importer 
as well as the roaster. If either has coffee 
in the warehouse it can be worked off 
without too much loss. As it stands to- 
day, it is the spots or the “nearbys” which 
are determining the market. As long as 
agreements prevail with producing coun- 
tries which limit or tend to limit stocks 
in this country, it is not thought by local 
men that there will be a collapse very 
soon. However, roasters are fearful as 
to what could happen in Brazil, and they 
are not extending themselves. 

It is thought the real trouble will come 
in the 1959/60 season. Then surpluses 
will be so gigantic that just holding them 
back will cause trouble in Brazil. Cen- 
trals are beginning to roll, and it is prob- 
lematical just how addiionally depressing 
they can be on the present market. The 
chances are their effect has already been 
discounted. 

These times are always producing new 
problems for the brokers. It is rumored 
that some roasters are offering to buy 
coffee, price to be determined on the day 
before arrival and in accordance with the 
market of that day. It is said some 
business has been done on that basis. 
However, nobody knows who the brokers 
are who would take all the risk for a 
very doubtful profit in this declining 
market. The opinion is that the sales are 
made subject to adjustment in Brazil, and 
that could go back to the producer. In 
all, these are rough times for the coffee 
importer. 

@ @ The West Coast had as visitors last 
month John J. Jurgens and Mrs. Jurgens. 


He is the field research director of The 
Coffee Brewing Institute. They visited 
such cities on the Coast as Seattle, Port- 
land, San Francisco and Los Angeles. 

Coffee roasters are taking advantage 
of TV station interest in spreading the 
story of good coffee. They have been 
arranging to televise to the housewife in- 
formation on how to make good coffee. 
The stations are doing it as a public 
service. Besides this activity, the field 
men are working with institutions on 
quality control, striving to educate them 
on proper brewing methods. 

CBI’s Jack Leach, retired Navy lieu- 
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tenant commander, was a host to a small 
group at the Officers Club on Treasure 
Island. He is the CBI Western repre- 
sentative. Included, of course, were Mr. 
and Mrs. Jurgens. 

@ 8 The Isbrandsen Company of Cali- 
fornia has transferred all its trading ac- 
tivities to the California branch of the 
Scarburgh Co., New York City. Gutner 
Silmar is the manager of the San Fran- 
cisco office, located at 150 California 
Street. Mr. Silmar formerly conducted 
the trading opeartions of the Isbrandtsen 
Co, and was located in their headquarters 
here. From his new offices, offerings 
are being made on coffee. Fred Schreuder 
is the manager of the coffee department 
for the company in New York. 

@ @ Frank Goodwin of the Weldon H. 
Emigh Co., Inc., was married November 
18th to Elizabeth Rochex, of San Mateo. 
= @ E. A. Johnson & Co. must have run 
up the expense account considerably of 
late. Ed, Jr., Norm, Bob Powell and 


Harvey Brockhage returned safely from 
Central America and Mexico, while Ed, 
Sr., spent some time in Hawaii. 

@ & The Stein Hall Co. closed its San 
Francisco office some months ago, and 
lately has ceased all its coffee operations. 
= 8 John D. Harrison, traffic manager 
at Otis-McAllister Co. died November 
24th. He had been with the company 
about 14 years. 

s & Doug Wood, formerly with Inter- 
natio-Rotterdam, Inc., is now free-lancing 
as an artist. Doug has beer prominent in 
his art work for the coffee conventions 
and as a cartoonist for Corres & Tea In- 
pustries. He had early training and ex- 
perience as an artist, with time out as an 
air man during the war. 

= @ Gene Hoelter has been transferred 
from the local office of Hills Bros. to 
their Edgewater plant. He is taking the 
place of the late Fred Byers. 

es @ E. E. Hood, of Otis McAllister, was 
elected director of the green division of 
the Pacific Coast Coffee Association. He 
took the position on the board vacated by 
Jack Schimelpfenig, who is now in Brazil 
for Anderson Clayton. 

8 @ The Schilling division of McCor- 
mick & Co. is one of the firms which has 
used the facilities of the Work Training 
Center, which provides work for the 
mentally retarded from 18 to 45 years of 
axe. Harry Wells and Gordon Yates, of 
Schilling, are on the employers’ council 
of the organization. 

Schilling employees have a charity-day 
fund. One day in the year they contribute 
a Saturday’s pay to charity. This is an 
extra day and does not subtract from 
their usual weekly pay. It was money 
earned in this way which was used for 
the Work Training Center. 

@ @ The San Francisco Coffee Club was 
scheduled to hold its annual Christmas 
party at the Peninsula Golf Club De- 
cember 12th. Bill Seely and Beck Rowe 
were co-chairmen of the event. 

® & Bob Crampton, general manager and 
vice president of Schilling, made the 
swing with the Forty Niners in the re- 
cent football season. He was in Balti- 
more when the game was played with 
the local team. His travelings are not all 
pleasure. He made bosiness calls in the 
various towns where team played. Bob’s 
interest in football stems from his col- 
lege days, when he played himself. 

@ @ Another one of Jo Bransten’s sons 
is now with M.J.B. He's Bob Bransten. 


(Continued on page 79) 
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@ ® Coffee for connoisseurs came in 
for rather detailed treatment early this 
month in the New York Times. Most 
of the food page was devoted to coffee, 
with the lead article on the small spe- 
cialty shops which sell freshly roasted 
coffee. 

The city has a fair number of these 
shops. Some of them are the familiar, 
simple, unpretentious stores with bags 
of beans on the floor, and roasters and 
grinders in plain sight, 

But a few are done with decorative 
touches to emphasize atmosphere. The 
Schapira Coffee Co., for example, at 
117 West 10th Street, has a bow win- 
dow which makes it look like a Dick- 
ensian shop in 19th Century London. 

Each shop seems to have one out- 
standing specialty in coffee. Schapira, 
for example, has a single blend, Flavor- 
Cup, which they sell in three different 
roasts-—light, medium and dark. It’s 
priced at 85¢ over the counter and 
$3.40 for three pounds by mail, includ- 
ing postage up to 300 miles. About 
one-third of the store’s business is mail 
order. 

The specialty shops also cater, in 
some instances, to the coffee tastes of 
national groupings. 

The House of Yemen, 486 Ninth 
Avenue, has a Turkish blend, pulver- 
ized. 

The Porto Rico Importing Co., 194 
Bleecker Street, specializes in Italian 
dark roasts. About half its output, in- 
cidentally, is for restaurants, the rest is 
equally divided between mail-order and 
over-the-counter. 

The Times page also carried brewing 
suggestions by the Pan-American 
Coffee Bureau, and advice on how to 
pick the right grind for various coffee 
making methods—machinetta, Turkish, 
espresso and Chemex. 
= @ Edward J. Washa has been 
elected vice president of J. M. Rod- 
riguez & Co., Inc., New York City. 

Mr. Washa joined the firm about 14 
months ago as assistant vice president 
in charge of the coffee department. He 
will continue to head up the depart- 
ment. 

Before joining Rodriguez, Mr. 
Washa was connected with Wessel, 


Duval & Co., Inc., for over 20 years. 
A well-known figure on the Street, Mr. 
Washa began his career in coffee with 
Balzac Bros. & Co., Inc., back in 1920. 
= & The De Hope Goldschmidt Corp., 
129 Front Street, has been repurchased 
by its founder, Otto H. Goldschmidt, 
who is widely known in both coffee 
and tea circles here and abroad. 

In 1955, the De Hope Goldschmidt 
Corp. affiliated with Hard & Rand, 
Inc., which was subsequently pur- 
chased by Otis, McAllister. 

In the repurchase, effective Decem- 
ber ist, Mr. Goldschmidt took over 
all of the company’s assets and liabil- 
ities. 

The company will continue at the 
same location, with the same personnel 
and will follow the same policies. 

During the past year, Mr. Gold- 
schmidt has been specializing in tea. 

He announced that Norman Langer, 
who has been with the company for 
four years, in the tea department, has 
been named a vice president. 

A former member of the Tea Asso- 

ciation’s Junior Board, Mr. Langer is 
active in tea trade affairs. He was 
formerly in the tea department of 
Standard Brands, Inc. 
@ 8 One of the largest cargoes of 
coffee ever taken out of the port of 
Parangua, Brazil, arrived here last 
month on the freighter Axeldyk, cf 
the Holland Interamerica Line, for 
which the Holland-America Line acts 
as general agents. 

The record shipment comprised 69,- 
053 bags of green beans, weighing 9,- 
108,000 Ibs. 

This, says Holland-America, repre- 
sents more than one full day’s supply 
for every man, woman and child in 
the United States. 

The value of the coffee cargo at whole- 
sale prices was approximately $4,000,000. 

The vessel discharged most of the 
coffee at Pier 1, Bush Terminal Brook- 
lyn, with smaller deliveries later at 
Boston, Baltimore, Philadelphia and 
Norfolk. 

The Holland Interamerica Line 
maintains a fortnightly direct express 
service between the coffee ports of 


Brazil and the East Coast ports of 
North America. 

@ # John E, Stonington, vice presi- 
dent of Rayner & Stonington, Inc. was 
elected president of the New York 
Cocoa Exchange. 

He succeeds Louis H. Truebner, re- 
tiring to serve as a member of the 
board of managers. 

Elected vice president was Adrian C. 
Israel, president of the A. C. Israel 
Commodity Co., Inc. Named to con- 
tinue as treasurer was William A. 
Kibbe, of Snyder & Wheeler. 

Elected to the board of managers 

were Ernest Adler, Alpheus C. Beane, 
William A. Berry, Ernest E. Frick, 
Julian Hemphill, Walter L. Perkins, 
Sydney A. Tessler, Louis H. Truebner 
and William I. Witkin. 
@ & Coffee men were among the food 
industry leaders honoring Lansing P. 
Shield, president of the Grand Union 
Co., at a dinner for the National Jewish 
Hospital at Denver. 

Present at a cocktail party at which 
plans for the dinner were completed 
were Albert Ehlers, president of Al- 
bert Ehiers, Inc., and Jerome S. Neu- 
man, president of Martinson’s Coffee, 
Inc. 
eaN. F. H. (Toby) Fleming, of 
Thomas J. Lipton, Inc., chairman of 
the tea division in the 1959 March of 
Dimes campaign, met with his trade 
committee at a luncheon at Massoletti’s 
Restaurant, to work out plans. 

On the committee are Joseph Diziki, 
Carter Macy Co., Inc.; C. William 
Felton, Henry P. Thomson, Inc.; Al- 
bert Guarino, Irwin-Harrisons-Whit- 
ney, Inc.; Allan McKissock, Jr., Stan- 
dard Brands Inc.; Herbert W. Wolf- 
ertz, Jardine Balfour & Co., Ltd.; and 
Dominic J. Vaskas. 

# @ There's a new “pin-up girl” on the 
Street. It’s Ken Fairchild’s 36-foot 
boat, The Cigana. 

Since her launching she’s made news 
in many of the boating publications. The 
November issue of “Popular Boating,” 
for example, has a picture of the craft on 
the front cover and a full feature story 
inside. 

Other publicity includes a full page 
describing the boat in a Curtiss-Wright 
advertisement. 

Readers of boating magazines have vir- 
tually buried Ken with telephone calls 
since “his gir!” started appearing, and for 
good reason. She’s a beauty. 
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Vhew Cihans Votes 





By W. McKENNON 


@ @ Mr. and Mrs. Bates Smith, of the 
Interstate Coffee Co., Augusta, Ga., were 
ian New Orleans recently to bid bon voy- 
age to Mrs. Smith’s mother, who left on 
a trip around the world. 

@ @ Fred Abbate, of Stewart Carnal & 
Co., Ltd., has returned from a business 
trip in the interests of his firm. 

se H. R. Poulter, representative of 
Brown Jenkinson, London, England, was 
in New Orleans, where he visited at the 
offices of the Mississippi Shipping Co. 
and other business associates. 

@ @ David Kattan, who has returned 
from an extended business trip to Hon- 
duras, is back at work in his New Or- 
leans offices. 

@ # Lucien Seemann, vice president in 
charge of traffic, Mississippi Shipping 
Co. and F. A. Wendt, freight traffic 
manager, attended the National Foreign 
Trade conference in New York City. 
= ® Dave Bigham, of the Kimbell Coffee 
& Tea Corp., Fort Worth, Texas, is on 
an extended business visit in New Or- 
leans, where he is making his headquar- 
ters at the Blue Plate Foods Co. 

= @ The New Orleans Green Coffee As- 
sociation Bowling League has announced 
that Kentucky Warehouse is first high 
team, with 2278 pins; Delta Line second 
high with 2274, and Dupuy Storage & 
Forwarding Co., third high with 2264. 

Delta Line is first high team game with 
825 pins; Dupuy Storage and Forward- 
ing Co, second high with 801 pins; and 
Kentucky Warehouse third with 785. 

The highest individual game was scored 
by Elroy Tedesco, Delta Line, 219; sec- 
ond high, A. Borey, Biehl & Co., 214; 
third, Albert Breaux, H. L. C. Bendiks, 
Inc., 209. 

First high individual score for three 
games was run up by J. Taylor, J. Aron 
& Co., Inc., with 547; second, Karl West, 
Dupuy Storage & Forwarding Co., 526; 
and third, Harrell Lemonier, S. Jackson 
& Son, 521. 

J. Taylor, J. Aron & Co. Inc., led 
the past session with 163; Elroy Tedesco, 
Delta Line, was second with 162; August 
LeBlanc, Kentucky Warehouse, was third 
with 159; Harrell Lemonier, S. Jackson 
& Son, was fourth with 158; Karl West, 
Dupuy Storage & Forwarding Co., was 
fifth with 157. 

Team standings are: Delta Line, 29 
points; Dupuy Storage & Forwarding Co., 
24; Kentucky Warehouse, 23; J. Aron & 
Co., Inc., 23; and Leon Israel & Bros., 
Inc., 20. 

@ @ Inadvertently omitted from the ros- 


ter of officers for the New Orleans Green 
Coffee Association Bowling League was 
the name of Edward Anderson, Ruffner, 
McDowell & Burch. Mr. Anderson was 
named vice president at the first election 
of the group. 

@ @ The Traffic Club of New Orleans 
held its annual Steamship Day luncheon 
recently in the Blue Room of the Roose- 
velt Hotel. The principal speaker was 
Captain Thomas A. King, New Orleans, 
Gulf Coast director of the Federal Mari- 
time Board. His topic was “Ships and 
the Sea.” Steamship Day is dedicated to 
members and friends of the Traffic Club 
who are affiliated with the steamship in- 
dustry. 

@ @® Russel Atha, Jr., of J. A. Folger & 
Co., visited New Orleans recently enroute 
to Houston. 

@ @ George Westfeldt, Ir. of Westfeldt 
Bros., has returned from a business trip 
to Victoria, B. C., where he attended the 
Canadian Tea & Coffee Association con- 
vention 

@ @ The marriage of Gloria Sauter to 
Clifford Spuhler took place last month 
at the Holy Trinity Church here. The 
bride is assistant secretary in the offices 
of the New Orleans Green Coffee As- 
sociation, and the groom is connected with 
J. Aron & Co. They are residing at their 
newly built home here. 

@ # November newspaper advertisements 
here listed Community Coffee with Chico- 
ry at 59¢ a pound. Union Coffee and 
Chicory was advertised at 72¢. French 
Market Instant Coffee and Chicory was 
offered at 25¢ for the two-ounce jar. 


By HARRY LANE 


@ @ Charles O. Sethness, 98, retired Chi- 
cago drug and flavoring extract manufac- 
turer, died last month in Seattle. 

Mr. Sethness, who was born in Chris- 
tiansund, Norway came to Chicago in 
1867 and was a resident here until he 
moved to Seattle ten years ago. He was 
a survivor of the Great Chicago Fire of 
1871. 

In 1884 he founded the Sethness Co., 
combining a drug business with a concern 
producing chemicals and basic food in- 
gredients. He helped found the Flavor- 
ing Extract Manufacturers Association 
and served as an officer and director for 
many years. From 1905 to 1907 and 
again from 1911 to 1915, he was a mem- 
ber of the Chicago Board of Education. 


He was a life member of the Oriental 
Consistory and of Medinah Temple. 

In 1934, the Sethness Co. was succeeded 
by the Sethness Products Co., and the 
Cc. O. & W. D. Sethness Co., both are 
now headed by his grandson. Mr. Seth- 
ness retired in i942. 


@ @ The American Can Co. plans to 
close the Joliet Illinois plant next June 
and to move the work to some of their 
other factories. W. Fleser, plant man- 
ager, told the employees that fiber 
cuntainers produced by the plant no 
longer could meet the competition of 
today’s outputs. The plant has been in 
operation since 1913 and employs 185 
persons. 

8 # Otto C. Kahle, River Forest, once 
owner of a tea company at Knox Ave- 
nue and Cornelia Street, died last 
month in West Suburban Hospital. 
Surviving are his widow, Christofax, 
and two daughters, Mrs. Hazel Wil- 
liams and Mrs. Ruth Carlson. 

se F. Eugene Wood, merchandise 
manager for Coffee Instants, Inc., 
Flushing, N. Y. was in Chicago for the 
chain store convention. John Alden, 
vice president was also at the conven- 
tion wtih a display of the company’s 
line of trade-marked coffees. 

Also in for the convention from 
Hills Brothers Coffee, Inc., San Fran- 
cisco, were H. G. Hills, Jr., and Wal- 
ter B. Johnson, and from Chicago, E. 
A. Christensen, W. E. Brown, M. E 
Neids and H. Herhold. 
® ® Good luck to W. E. Johnson, of 
Salada-Shirriff-Horsey, Inc., who re- 
tired after 28 years of service. He 
started with the company in Chicago 
in 1930, transferred to Des Moines in 
1944 and to Aurora, IIL, in 1952. His 
many friends wish him well. 

@ @ Dick Flynn, in charge of sales 
for the Chicago Drake Hotel, has 
booked the National Retail Tea and 
Coffee Merchants Association for June 
2ist-24th, 1959. 

@ @ Ralph N. Gardner has been nam- 
ed president of Jewett & Sherman, 
food products and coffee roasters, Mil- 
waukee, succeeding the late Lewis 
Sherman, who passed away recently. 

Mr. Gardner has been vice president 
and general manager of the company 
for some years, and is well known to 
the trade throughout the country. 

@ s Mrs. Mary G. Biedermann, widow 
of Peter Biedermann, former wholesale 
coffee merchant, died at the age of 87. 
Surviving are three sons, Walter, Law- 
rence and Edward, and two daughters, 
Edith and Mrs. Marie B. Kammer. 
ws #8 Jj. J. McDonough has been ap- 
pointed personnel director of the Con- 
tinental Coffee Co. He was a plant 
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personnel manager of the Chemetron 


grocery firm in the restaurant and 
institutional field, capped its diamond 
anniversary year celeberation with a 
dinner at the Sherman Hotel. Thomas 
G. Sexton, president, said 200 persons 
including Goy. Stratton and Mayor 
Daley attended. 

The 75th year observance started 
early this year, when the firm sent a 
station wagon caravan to all of the 
state capitals. A complimentary gift 
package was presented to each gover- 


San Francisco 


with illness. 


nor in appreciation. of acceptance by 
Corp. the people of the state of Sexton pro- 
® @ John Sexton & Co., wholesale ducts. Highlight of the tour was a 
stop at the White House. 


(Continued from page 75) 


@ @ Marion Sanders and John Siegfried 
are now back in circulation as good as 
ever after being confined to their homes 


@ s The annual Christmas party of the 
Western States Tea Association was to 
be held December 18th at Chino’s. A 
good crowd was expected, with plenty of 
entertainment and cheer. New officers 
were to be elected. Those who have 
served well during the last year were 
Charlie Montague as president, Tom 
Moss, vice president, and Fred Vance, 
secretary and treasurer. 

J. E. Delany formerly Lipton’s district 
supervisor for sales in San Francisco, 
has been promoted to assistant Western 
Division Manager. 





Sne-story tea packaging plant reaches London 

The one-story tea packing plant, which has proved so 
efficient in the United States, has reached London. 

The new plant of Joseph Tetley and Co., Ltd., built 
as an addition to an existing plant, is a one-story modern 
building covering about 50,000 square feet. 

The plant includes a materials handling system de- 
veloped by Redler Conveyors, Ltd. 


A most important feature of the Redler system is that 
during all elevating and conveying, the loose tea is not 
bruised or damaged in any way, reports The London 
Tea and Rubber Mail. It “flows” in totally enclosed 
dust-tight casings, conveyed smocthly by skeleton-type 
chain links in such a manner that there is no pressure 
on the tea leaves, no movement between them and no 
“breakage” or bruising of the leaves during transit. 


Cases of tea—straight from the docks—are brought to 
the first stage cleaning. At this point, electrically driven 
vibratory screens sift the dust and any other foreign mat- 
ter from the leaves. 


The now-cleaned tea is then moved through two sepa- 
rate, totally-enclosed conveyor shafts, powered by low- 
power electric motors, into two reserve hoppers immedi- 
ately above huge rotating tea-blending drums. Each ele- 
vator serves an individual hopper. 

In these reserve hoppers over the blending drums, the 
various qualities and quantities of tea—fed into the 
hoppers by the elevators—are assembled for blending. 
When ready, the tea drops into the rotating drums, which 
blend it to the required mixing. 

Situated between the two reserve hoppers is a small 
room staffed by skilled tea-tasters, who are able to sample 
tea taken straight from the blenders and brewed on the 
spot. This means that if any mixing in the blender is 
not to the required standard, the packing can be halted 
before dispatch. 

The Redler ‘en masse” system, specifically designed for 
the purpose, allows the blended tea to be drawn off from 
the drums in three ways. First it can be channelled into 
chests for bulk dispatch, and secondly into special canvas 
bags for short term factory storage. The third method 
allows it to be drawn from each of the two blending 
drums into individual twin elevators—each drum feeding 
a separate twin-elevator system, so that when one drum 
is stationary, the other continues to keep the tea moving. 

These twin-elevator shafts feed a further conveyor sys- 
tem carrying the blended tea into various hoppers located 
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above the individual packet-filling machines, which pro- 
vide the final link inthe chain of operations. The con- 
veyors can be used to make the tea flow in either direction 
in order to suit the requirements of the filling machines. 

The Redler system of elevating and conveying—silent 
in operation, requiring only low-power electric motors, 
dust free and demanding the minimum of maintenance— 
has proved completely satisfactory, it was stated. Con- 
trol is by one man from a central control panel. 

Further extensions to the system—including the filling 
of Tetley Tea Bags—are now being planned by the 
Redler people in conjunction with Tetley engineers. 


Japan’s tea exports drop sharply 


in first six months of fiscal year 


Tea exports from Japan in the first six months of the 
fiscal year has dropped a sharp 20%, according to reports 
from Tokyo. The industry is now worried about reaching 
even 16,000,000 Ibs. in the current fiscal year, ending in 
March. Originally the goal was 26,000,000 Ibs. 

Exports for the first six months of the fiscal year ending 
in September came to 7,333,432 Ibs., as compared to 9,199,- 
088 Ibs. for the corresponding period last year, according to 
the Ministry of Agriculture and Forestry. 

The Ministry attributed the decline to dwindling demand 
from various areas, particularly the United States and Chile, 
both traditionally good customers for Japanese black tea. 

However, it noted that the Soviet Union bought a total 
of 300,000 Ibs. for use in tea bags, representing the first 
exporting of tea from Japan to the USSR in 20 years. 


Instrument determines moisture in tea 

Moisture determination in orange pekoe and pekoe tea, 
by use of the Model 104 Nuclear Magnetic Resonance 
(NMR) Analyzer is detailed in Material Study Report No. 
5.58, available from the Schlumberger Well Surveying Corp., 
Ridgefield Instrumentation Division. 

The report describes the technique employed to achieve an 
accurate measurement in only 30 seconds. It presents cali- 
bration curves of the NMR signal, per gram of sample, 
plotted against the moisture content as determined by the 
oven method, on a wet basis. : 

Copies can be obtained from Schlumberger Well Survey- 


_ing Corp., Ridgefield Instrument Division, Ridgefield, Conn. 
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COFFEE IMPROVED 


Food research chemist has de- 
veloped new process that improves 
flavor of coffee. Imparts more 
mellow, smoother, richer, milder 
taste. Removes bitterness. Profits 
now increased by using more 
lower grade coffee without im- 
pairing quality of blend. Very low 
costs. Improves all roasted coffee, 
instant, ground, powdered, de- 
caffeinized. This improvement will 
affect entire coffee industry, grow- 
ers, processors, consumers. Patent 
pending. License available. Write 
inventor. 


Box No. 331 
c/o Coffee & Tea Industries 











WANTED: Coffee roasting plant East Coast 


location or coffee roasting and processing 


equipment. Principals only. 
259 care of Coffee and Tea Industries, 


Water Street, New York 5, N. Y. 


Address Box 


106 








Spices: by JOS. K. JANK 


Their Botanical Origin 
Their Chemical Composition 


Their Commercial Use 


Price $3.00 





106 Water Street 


} | 
Write to The Spice Mill Book Department | 
New York 5, N. Y.| 





| 











is a monthly “Reader Service” 
of Coffee & Tea Industries. The 
booklets listed on page 42 of 
this issue contain specialized, de- 
iailed information on various 
subjects. This literature is yours 
for the asking. Merely fill out 
the coupon and mail. 





YOURS for the asking | 














BETTER COFFEE 


can be made in 


Clean Equipment 


CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 





Write for a sample package of 


COFFEE URN 
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COFFEE & TEA INDUSTRIES and The Flavor Field 











REGULAR 
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will posg— Sates 


START YOUR BRAND INSTANT COFFEE SALES NOW 












SOL CAFE MANUFACTURING CORPORATION 


18o-o2 BRIt*INKERUHOPFF AVENUE, JAMAICA 3B, Ne. Y¥., 








Agents 
New Orleans and Houston: 
Texas Transport & Terminal Co., Inc. 


Philadelphia: Lavino Shipping Co. 

Los Angeles: Transmarine Navigation Corp. 
San Francisco: Balfour, Guthrie & Co., Ltd. 
Montreal: Robert Reford Co., Ltd. 

Boston: Boston Shipping Corp. . 

Baltimore: Penn-Maryland S. S. Corp. 





General Agents 
Grancolombiana (New York), Inc. 
New York Chicago Detroit 
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